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i THE NATIONAL NEWSPAPER OF MARKETING 


Block Drug Drops 
Cohen; Will Pick 
One New Agency 


New York, Aug. 30—Block Drug 
Co., which is dropping Harry B. 
Cohen Advertising from its agency 
roster, has some other changes 
brewing, one of which will affect 
its product list at Dowd, Redfield 
& Johnstone. 

The Jersey City drug and den- 
tifrice manufacturer is expected to 
make two agency appointments 
shortly, one of which will be a new 
agency. The second agency may be 
chosen from among two of the 
company’s remaining agencies, 
“iad Advertising and Emil Mogul 

0. 

The Mogul agéncy reportedly 
has been offered several unidenti- 
fied products, but because of 
product conflicts and other con- 
siderations has not yet decided 
whether or not it will accept them. 

Billings involved include some- 
thing in excess of $1,000,000 from 
Harry B. Cohen and about $150,- 
000-$200,000 at Dowd, Redfield & 
Johnstone for Stera-Kleen denture 
cleanser and Minipoo dry shampoo. 

(Last week AA reported that 
Sullivan, Stauffer, Colwell & 
Bayles was one of the agencies 
being given top consideration.) 


® Of the products currently at the 
Cohen agency, Nytol probably ac- 
counts for about three-quarters or 
more of the billings. The sleeping 
tablet, introduced by the Cohen 
(Continued on Page 77) 


MIDSUMMER DAY'S DREAM—Don Hardin Jr., a lifeguard, was among 
those asked by the Peoria Journal, “What would you like best to 
do on a hot day?” Don answered that he would like to swim in a 


tank of beer and—voila!—here is 


Don floating in suds provided by 


Pabst Brewing Co. It took eight barrels of beer, plus water, to 
fill the “tank,” which was supplied by LeTourneau-Westinghouse. 


Convention Ratings Resemble Party 
Platforms—Something for Everybody 


Parties Vied in Close 

Race for Viewers; Both 

Outpulled ‘Challenge’ 

By Maurine Christopher 

New York, Aug. 31—Judging 
from the ratings ruckus that fol- 
lowed the Democratic and Repub- 
lican conventions this year, the 
political parties and candidates 


now face a new hazard. 
They not only have to worry 


CBS Memos, ‘Bread-and-Butter’ Letter 
Contained in House Group Transcript 


Wasnincton, Aug. 29—Docu- 
ments skimmed from the personal 
files of Frank Stanton provided an 
unusual glimpse today of the 
energetic precautions taken by 
CBS executives to keep themselves 
informed on the progress of vital 
matters pending before the Federal 
Communications Commission. 

One memo records a phone con- 
versation where FCC commission- 
er Robert E. Lee discusses the 
progress of a CBS application for 
tv service in Chicago. Another 
tells how “WSP” (William S. 
Paley) tours the commission, dis- 
cussing CBS radio and tv license 
newal problems. And one set of 
four documents shows how a per- 
sonal “bread and butter” letter 
from a top FCC staff member 
found its way from a power com- 
pany executive in Eau Claire, 
Wis., to the CBS president, via 
the New York banking firm of 
Lehman Bros. Corp. 


®s These materials from the CBS 
files, plus a substantial amount of 
other intimate information about 
FCC and its employes—including 
salaries of everyone making over 
$5,000—are the residue of an abor- 
tive investigation of the political 
influence of tv networks which 
was started by the House small 
business committee last spring. 
After two days of inconclusive 


hearings the committee disap- 
peared behind closed doors in 
March to look through CBS and 
NBC files scooped up under sub- 
poena. Nothing further happened 
until the release of the printed 
transcript today which sandwiched 
previously unrevealed exhibits in- 
to the oral testimony of the two 
day hearing. 

Probably no one was more em- 

(Continued on Page 73) 


$20,000,000 Ad 
Budget Set for 
Whirlpool-Seeger 


St. JosepH, Micu., Aug. 30— 
Whirlpool-Seeger Corp. has budg- 
eted more than $20,000,000 for ad- 
vertising and promotion in 1957, 
John Bricker, director of market- 
ing, announced today. 

Mr. Bricker said the company 
will use network television shows, 
newspapers, consumer and farm 
magazines and trade publications 
to introduce and promote its 1957 
laundry line of RCA Whirlpool 
appliances. 

The line consists of five auto- 

(Continued on Page 73) 


about winning elections; they must 
compete with tv’s top box office 
attractions. And the newspaper 
critics, who follow the rating 
scores as eagerly as a baseball fan 
does the league standings, appear 
to be ready to count both standard 
bearers out if they don’t produce 
as many viewers as—say—Elvis 
Presley and his guitar. 

What’s more, the question of 
how well the political stars did as 
audience pullers doesn’t seem to 
be one that can be settled as sim- 
ply as determining the winner in 
an election. 

Personally, after struggling with 
researchers and figures all week, 
I’m prepared to insist that the 
Democrats and Republicans both 
ee on how you look 
at it. 


® First report on the estimated tv 
audience size for both conventions 
came from Sindlinger & Co., which 
noted that the average Democratic 
session drew around 33,000,000 
people, while the Republicans fell 
slightly below that with an aver- 
(Continued on Page 76) 
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Kotex Drops Hosiery Premium Offer, 
Apologizes to Protesting Retailers 


Role of Kayser 
House Agency Is 
Slightly Baffling 


New York, Aug. 30—There’s a 
new house agency on the scene 
here. Strange one, too. As witness: 


e Jane Trahey, who heads the op- 
eration, admits that 425 Advertis- 
ing Associates Inc.—rather strange 
name—is a house agency for 
Julius Kayser Inc. 


e No one at Julius Kayser admits 
to knowing anything at all about 
425 Advertising Associates, except 
that there is such a thing and that 
Jane Trahey, former sales promo- 
tion manager for Kayser, runs it. 


e 425 Advertising Associates was 
incorporated a couple months ago 
by dummy incorporators—three 
employes of Prentice-Hall, who 
are “incorporators on the staff” 
and as such available to lawyers 
who wish to use this method of 
achieving corporation status. 


e Miss Trahey, who told AA she 
has “nothing to hide,” declared 
that while there was “some red 
tape” to the operation, she had no 
real difficulty clearing 425 as a 
good credit proposition with the 
magazines that would carry Kay- 
ser copy. But a check of a couple 
of magazines used in 1955 by Kay- 
ser indicated, “We never heard of 
425 Advertising Associates.” 425 is 
not believed to have supplied cred- 
it information to Periodical Pub- 
lishers Assn. 


e While 425 is an admitted house 
agency, Miss Trahey “can solicit 
outside accounts, and I will.” 
According to Miss Trahey, 425 
will handle Kayser lingerie, ho- 
siery, gloves and infants and chil- 


(Continued on Page 73) 


Last Minute News Flashes 


Colgate-Palmolive, Esty to Part in December 


New York, Aug. 31—Colgate-Palmolive Co. and Wm. Esty Co. will 
part company as of Dec. 31 by mutual agreement. No one at Colgate 


could be reached for comment. 


Loughrane Leaves Ogilvy to Join Hathaway 

New York, Aug. 31—Barry Loughrane, formerly with Ogilvy, Ben- 
son & Mather, will join C. F. Hathaway Co., Waterville, Me., as adver- 
tising manager, effective Sept. 15. He succeeds H. W. Wallace, who will 
handle sales in eastern New York, Pennsylvania, Maryland, Delaware 
and Washington. Raymond F. Kozen Jr. has been named to the new 
post of director of industrial and public relations. He was formerly in 


charge of sales in the Northeast. 


Durham, Ex-K&E Exec, Has Accepted New Job 

Op Force, N.Y., Aug. 31—Robert C. Durham, who recently resigned 
as assistant to the president of Kenyon & Eckhardt in charge of new 
business development, told AA today that he has job offers from three 
large New York agencies, one of which he already has decided to ac- 
cept. He wouldn’t identify the agency. Contacted while vacationing in 
the Adirondacks, Mr. Durham said he left K&E because, “I didn’t want 
to go into account work, and we had all the new business we could get 


at this time.” 


(Additional News Flashes on Page 77) 


Complaints Reportedly 
Resulted from Efforts 
by NRDGA, Other Groups 


New York, Aug. 31—Opponents 
of premium merchandising scored _ 
a major victory this week as Kotex 
withdrew its hosiery premium of- 
fer and apologized to its retail ac- 
counts. 

“In our business, like in many 
businesses, we make mistakes,” 
the company says in a letter now 
going out to its accounts. 

“As a result of your complaint 
regarding our hosiery offer, we 
have taken steps to immediately 
discontinue this offer,” the letter 
continues. (The promotion offered 
a pair of nylons, listed as a regu- 
lar $1.95 value, for $1 with the 
opening tab from a Kotex sanitary 
napkin or sanitary belt package. 
The offer was promoted, through 
Foote, Cone & Belding, in maga- 
zines, supplements, and grocery 
and drug trade publications. ) 

This capitulation by Kotex, a 
member of the Kimberly-Clark 
Cellucotton division, may be a 
precedent-setting victory for the 

(Continued on Page 77) 


MASA Approves 
Industry Push 
for Direct Mail 


Harrington Heads Unit 
to Explore Possibilities 
of Plan He Suggested 


Cuicaco, Aug. 29—The board of 
directors of the Mail Advertising 
Service Assn. yesterday voted to 
organize a committee to establish 
a direct mail advertising founda- 
tion to promote the direct mail in- 
dustry. 

The board’s action followed a 
proposal made last week by David 
L. Harrington, board chairman of 
Reuben H. Donnelley Corp., to 
launch such a foundation (AA, 
Aug. 27). Mr. Harrington has 
agreed to serve as honorary chair- 
man of the foundation committee. 

Max Lloyd, executive secretary 
of MASA, told AbDverTIsING AGE 
that the names of other committee 
members will be disclosed later 
after they accept the posts. There 
will be five or six persons on the 
committee, he said. 


s The two principal functions of 
the proposed foundation will be to 
raise funds for an advertising pro- 
gram to promote the direct mail 
medium and to gather vital data 
on the industry. A goal of $250,000 
has been set. 

The committee is expected to 
make its first full scale report on 
its progress next February or 
March when the MASA board of 
directors meets in Washington, Mr. 


Lloyd said. 
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Deems DeniesChargethatWomen Are WOON 


ToeEatilMateGne! AERA | Ts arty Ln Se 


news about cake mixes 
/is not true. * | While 
: i publishers, admen, direct mail specialists and the 
“ el oe tery ot Boe ew fore | 
3 beeen oy Mart pony = ea general public weary of postal rate battles concerned with 
tinuous study,” and that “you nev-| bg ten aan “making the Post Office pay its own way,” the American 
public still suffers from a grade of postal efficiency which 


er know all the answers,” Mr.| 
Deems said that it had been his| would not be tolerated in many other countries of the 


European Postal Service Makes 


Hearst Magazines Chief 
Paints Word Portrait of 
Changing Modern Women 


New York, Aug. 28—In an off- 


beat address on women in busi- 
ness, Richard E. Deems, excc vp 
of Hearst Magazines, told the 
Shoe Women Executives here a 
week ago that a statement pub- 
lished in the June issue of Fortune 
to the effect that women are too 


McAvity, Denny, 
Adams, Clifford 
Are NBC Exec VPs 


New York, Aug. 30—The Na- 
tional Broadcasting Co., which has 
had no exec vp since late 1955, 
when Robert W. Sarnoff was ele- 
vated to the presidency, soon will 
have four of them. 

Four of the company’s top vps 
are slated to be confirmed as exec 
vps at the NBC board meeting 
next week. This action stems di- 
rectly from the latest Booz, Allen 
& Hamilton efficiency study of 
the network. The move was sug- 
gested by the management con- 
sultant, which recently completed 
its second analysis of NBC. 

The new exec vps are expected 
to be Thomas McAvity, with re- 
sponsibility for the tv network; 
Charles R. Denny, covering owned 
stations, NBC Spot Sales and the 
radio network; Davis S. Adams, 
with fairly general responsibili- 
ties, and J. M. Clifford, for per- 
sonnel, engineering and financial 
matters. These officers will take 
all the administrative detail off 
the shoulders of Mr. Sarnoff, with 
department heads reporting di- 
rectly to them. The duties of Syl- 
vester L. (Pat) Weaver Jr., board 
chairman, will not be affected by 
this realignment. 

Two other vps, Emanuel Sacks, 
a staff vp at NBC and its parent 
company, RCA; and Kenneth W. 


Bilby, head of public relations, 
wili continue to report directly to, 
the president of the network. | 


experience that women in business 
invariably surpass men in “day- 
to-day practicality, intuitiveness, 
sensitivity to people, adaptability 
and a flair for moving with a situ- 
ation.” Because of their “single- 
ness of purpose,” he said, “they 
attempt feats that make strong 
men pale.” 

Paying tribute to “two unsung 
heroines in business, the secretary 
and the telephone switchboard op- 
erator,” Mr. Deems declared that 
he was “convinced that the great- 
est hidden asset in American busi- 
ness today is the intelligent, per- 
sonable, loyal and long-suffering 
secretary. This unsung hero of in- 
dustry,” he said, “is mother, wife, 
sister, trained nurse, private eye, 
buffer, confidante and whipping 
boy all wrapped into one. Besides, 
she’s usually pretty. 


s “In the course of a single day,” 
he continued, “an efficient switch- 
board operator can handle 500 in- 
coming phone calls, 500 outgoing, 
knit a pair of socks, read Cosmo- 
politan from cover to cover and 
never bat an eye. Give a man this 
job, and he’d deliberately strangle 
himself with a tie-line in the first 
ten minutes. 

“Henry Sell, editor of Town & 
Country, who finds time to run a 
meat packing company, too,” Mr. 
Deems said, “told me the other 
day that when he started in busi- 
ness his employes were all men, 
plus a few cleaning women. Today 
all his employes are women, plus 
a few cleaning men. 

“He says women from ages 45 
to 64 are his best employes. “They 
have a wonderful productive rate, 
have less absenteeism and, what’s 
more, have pleasant faces at the 
end of the day,’ Mr. Sell says. 

“If you would like an idea of 
how many women associates I 
have,” Mr. Deems said, “‘a look at 

(Continued on Page 38) 


After the Dragon Lady, Whai?... 


Arkin Startles Fashion Ad Circles 
With Novel Cartoon Strip Campaign 


Clothing House, Agency 
Call Most Ads Myopic, 
Mundane, Mass-Produced 


New York, Aug. 29—The sim- 
ilarity of all fashion advertising is| 
appalling. But for the logo, there is| 
a complete lack of identity. That’s | 
what Hockaday Associates and its| 
fashion clients, Andrew and Leon- 
ard Arkin, decided after going over | 
“tons” of fashion magazines, page | 
by page, issue by issue. 


“The big picture. The few words. | 
The editorial look. All these things | 
are common to all fashion adver- 
tising. Whole campaigns are tied 
together by a logo and a look. The} 
logo is private, but the look be- | 
longs to everyone. Myopic, mun-| 
dane and mass-produced. Every 
girl dreams she was made famous | 
in her Maidenform bra. And every | 
twin has a Toni.” 

That was their conclusion. 

This depressing research, coup-| 
led with the courage of the clients, 
led the agency to propose 
“storyboard” technique for the 
_ new Arkin campaign—a new ad-| 


High Times of the Arkin Girls,” | 


to run in monthly instalments in 
Charm, The New Yorker and 
Vogue. 
“Storyboard” is putting it gen- 
(Continued on Page 79) 


“ARK 


CAR BUYERS—The Arkin girls are 


soigne shoppers in the first cartoon 
type ad. It appears in August and 
venture series, “The Life and| September issues of Charm and 


The New Yorker. 


COMING—Pillsbury Mills will in- 
troduce its new cake mix with 
this newspaper ad, to be used ona 
market-by-market basis, starting 
in mid-September (AA, Aug. 27). 
TV and magazines also will be 
used. Leo Burnett Co., Chicago, is 
the agency. 


Minnesota Mining 
Enters TV Tape 
Recording Field 


Sr. Paut, Aug. 29—The new- 
born television tape recording in- 
dustry gained another major com- 
petitor last week when Minnesota 
Mining & Mfg. Co. purchased the 
electronic engineering division of 
Bing Crosby Enterprises, Los An- 
geles, for an estimated $1,000,000. 

For its money, 3Ms will mainly 
get research, development and 
production rights on an electronic 
tv tape machine which Crosby has 
been working on for several years. 
When completed it is supposed to 
be able to record color as well as 
b&w tv shows. 


® Minnesota Mining already does 
a good business in magnetic tape 
for sound recording machines. It 
becomes at least the third major 
entrant into the video end of the 
tape recording business. 

Most active company in that 
field now is Ampex Corp., Red- 
wood City, Cal., which has a b&w- 
only tv tape machine already on 
the market (AA, April 23). No. 2 
is Radio Corp. of America, which 
demonstrated its own machine 
two years ago, but is still experi- 
menting with it. 

The agency for 3Ms’ magnetic 
sound tapes is Batten, Barton, 
Durstine & Osborn, Minneapolis. 


“Reader's Digest’ 
Hits New Tax; Hikes 
Canada Ad Rate 14% 


New York, Aug. 29—Reader’s 
Digest announced today that it 
will boost rates for its Canadian 
editions a little less than 14% 
when the new Canadian tax of 
20% becomes effective in January. 

At the same time, the magazine 
indicated that its decision not to 
pass along the full amount of the 
tax might necessitate a boost in 
Canadian newsstand and subscrip- 
tion prices. 


Rates for other RD international 
issues were announced two weeks 
ago, when the magazine said it 
would have to defer setting a new 
Canadian rate until it had studied 
the effect of the new tax on its 
advertising structure. 

The Digest has been outspoken 
in its antipathy for the new tax, 
and its rate announcement bristled 
with resentment. “Beginning with 
the January, 1957, issues, our 
Canadian editions (English and 

(Continued on Page 79) 


world. 


sion. 


granted. 


housewife without a telephone c 
der before ten in the morning, 
by early afternoon, and have he 
dinner. An acquaintance of min 


delivery late that afternoon—in 
day. First class mail, by the wa 


s A Parisian can get a letter to 
an hour simply by dropping it 


has a one-hour special-delivery 
60 pfennigs (15 cents). 

What’s more, Europeans make 
the mails. Neat, brightly colored 


volving band, the time of the ne 


by nine in the morning, will be 


An indication of the kind of service which apparently is 
possible—but unknown in the U. S.—appears in an article 
in the Aug. 31 issue of Collier’s—“Those Efficient Europe- 
ans,” by Robert Bendiner, from which the following por- 
tion, relating to postal matters, is reprinted with permis- 


Resigned as I was back home to one delivery a day, hap- 
hazardly timed for anywhere from 11 in the morning to three in 
the afternoon, I was impressed by the casualness with which 
Londoners and Parisians take three punctual deliveries a day for 


Indeed, I was downright awed at the speed and efficiency of 
the service. Living on the fringe of New York’s metropolitan 
area, I had come to think it normal to allow two days for a 
letter to reach me from the city, though the train trip takes 
hardly more than an hour. In London, by dizzying contrast, a 


skirts, told of mailing an application for membership in a tennis 
club on a Saturday morning and receiving his card in the third 


tube mail at the nearest post office. That’s as good or better than 
we can do with telegrams; moreover, there is no word limit, and 
the average cost is only 45 francs, or 13 cents. Express service 
guarantees mail delivery the same day in Dublin, and Munich 


in Amsterdam they are on the backs of streetcars—and they are 
helpfully informative. Most display, in bold numerals on a re- 


the key to empty the box, the strip moves and the next sched- 
uled pickup time comes into view. 


s In Paris some boxes even tell you when letters mailed, say, 


the city. In other Continental cities, boxes carry data on postal 
rates, including airmail and parcel post. And almost everywhere 
from Glasgow to Athens—Postmaster General Summerfield 
please note—your letter will go by the fastest method available 
at the moment, whether it carries airmail postage or not. 


an actually mail her grocery or- 
count on it reaching the store 
r groceries delivered in time for 
e in Dulwich, on the city’s out- 


plenty of time to play on Sun- 
y, is slightly cheaper than ours. 


anyone in the French capital in 
in a special slot for pneumatic- 


service anywhere in the city for 
it almost inviting for you to use 


boxes seem to be everywhere— 


xt pickup. As the postman turns 


delivered in various sections of 


Cxicaco, Aug. 29—On the heels 
of Ross Roy Inc.’s announcement 
that it was closing its local office 
(AA, Aug. 27), ADVERTISING AcE 
learned that the agency is em- 
broiled in a law suit with Dana 
Perggimes Inc., formerly its largest 
a nt here. 

The agency is suing Dana for 


are due on magazine space pur- 


charges. The agency claims that 


pay since then. Ross Roy lost the 
$300,000 account April 29, 
when Dana appointed the Martin 
Co. (AA, May 9, 55). 

Dana, on the other hand, has 
filed a countersuit against the 


$28,000 in overpayments made to 
Ross Roy. Dana claims it paid ex- 
cessive charges for production 
work and for commissions on re- 
peat ads which Ross Roy failed to 
earn. 


= Ross Roy contends it was hired 
on the usual 15% basis and that 
Dana placed no limitations on 
commissions on repeat or duplicate 


chased and for ad _ production - 


Dana paid its bills regularly until | 
Feb. 1, 1955, but has refused to/ © 


55, | | 


agency. In this suit, Dana asks for | © 


Ross Roy's Chicago Closing Reveals Bit of 
Untinished Business—Dana Perfumes Suit 


$67,000 on repeat ads. Ross Roy 
also claims it was under no obliga- 
tion to do promotional services for 
the perfume company but did 
them as a courtesy. 

(Continued on Page 79) 


$47,009 in commissions it claims OF : 


WARREN PETERSON has been named 
director of marketing of the gro- 
cery products division of Pillsbury 
Mills, Minneapolis. With Pillsbury 
since 1947, he most recently has 
been brand supervisor of cake and 
frosting mixes, Albert Hodor has 
been advanced to a brand super- 


ads. The agency said it saved Dana 


visor in the marketing department. 


OM a eS ha ee 2 oe 3 NE ee es tS he So ee el 2) a Sse = a a : = Septem > ee: Sle wee Se 6 a 
Re ee Ss ees ee pi ieee Ss fo as a oa - ae Ul 
a foe : 
a Pas 
Ss ie 4 
pr ite ® 
- Dia 
tae es, : 
ee ee 
ws, x 
£ Re 
Wd eae. ; 
Reig 4 > * 
sk oo Emotiona : 
ot genes 3 
aS 
oT aa 
ee, 
es er 
Ya 
Boe ~ Res 
an a5 
tes ‘ Sere. Peres 
Meo. a) SS tae Gece 
Pas Sus See 
mee ie SS ae 
ae — =SS2 
ay rk: a SSS Soe 
| eae es 
yb’ haan re 
|: ae ee 
We | toc. ~~ 
sae nh = 
ee ty ap | P 
| bee Medeprdeene | 
ee. ae | RRNA RN arm aN 
aoe ee 
ms Pe 
Med ve ce 
oh ) 
ane 
pe 
ee 
(Ae ae | 
Bale | 
isha 
Tae 
Fas 
"oa ee ale ES 
Bie fet | 
aes 
Far teat ; 
aa 
a ae 
od ‘ 
Ce (ae oem 
“o povtes 5 
eS 
“Mae 
TF f 
ae 
oe ge 
ice ae : 
“hea | 
ee 7 
ea 
Bee 
ere ae 
re ‘a 
bat 
eg a 
Vee 
i ] aq 
eure. 
ih EX 
pen 
ai 
el aia 
ee | £ 
Mens Sk | : 
TN antes —_—$ $$ : 
Br Pyro | : 
Bo ee | 
Wiiastd § 
2 ) | 
* ae Deen eee eee —_$______—_—. : 
Eat : 
Fabre. 
a 
We ey 
a ae 
i. 
hs 
bhai : 
ee 
We Sr 
~<a 
a : 
a —— a ‘ 
cS MN|, <e, | 
Seg eens woe aa oe Z 
eco . S lee ec Bai a a eg 
pe I ba sa a e 
Be) , * 4% an a ees x: 
(ea . it he a Sat 4 
Bae adic ne “ ; a a] 
Bae ‘ bi et 
oe: | ee een yen :  - a 
ee — —- ‘ $ « x 7 
a : -4 : — : 
= © 7@ Fah | _ 
=) wee %, > 2 ij ; ae 
ot Ae fig ; 
aa rs: eh . tea 
a ai: * : b F . J “ ? | : Ay 
% Haye | . g i a 
seapee sae ont . ete | : 
ee a you ' 
Bis Es i + =, . = : 
1 me — we . 
ei Fe! z i. q % ° * é i 
9 7 rE \ “Ys 2 4 “se at 
Pte . 
a ' pi e 5 Y y 
a | ae , 
rae SAR } : 
De ij ° ae : 
bess . 
“ee 
eS - _——— a a — 
pe <n hy TY Se NT eR eG ae, OOP ae @ wee ; 
, Pi q 
Bs . ee ' 
ch ; 
sy fae 
oe 
Bic ; 
PS, a] 
eet OO ee ae 8 | 
a3 ae : 
Be < 
2 oo ae 4 
hae es 5 i 
ioe NA EET SS pee ie mentees oe ergs a kT, 8 ape : Bees. oe ae ee ag p e Me ey Fhe Cw Ge i i 


Me 1 FI 


or es 


ce A A AE NE Ie ; 


ee 


Advertising Age, September 3; 1956 


Soviets Soon May 
Market Heavy Goods, 
’e¢@ 2 
‘Power's’ Fisher Says 
: New York, Aug. 28—“The day 
is not too far distant when Russia 
may be able to put heavy indus- 
trial products on the world market 
in competition with equipment 
sold internationally by American 
manufacturers,” Shelton Fisher, 
publisher of Power, told a news 
conference here today. 

Mr. Fisher recently completed a 
two-week inspection of Russian 
Power installations, in the course 
of which he had a three-hour pri- 
vate interview with Georgi Malen- 
kov, minister of electric power and 
former premier. 

“While the Russians know ex- 
actly what they are doing in elec- 
tric power generation,” he said, 
“they still lag behind the U. S. in 
technical performance. He esti- 
mates that Russian power genera- 
tion amounts to about as much as 
the U. S. had in 1937. It still is 
probably a decade still farther be- 
hind if figured on a per capita ba- 
sis. But it is expanding rapidly.” 

Traveling alone, Mr. Fisher said, 
he received a most cordial and 
“wide open” reception. He talked 
with Malenkov twice, and he sai 
that the Soviet minister of electric 
power is exceptionally well in- 
formed and capable. He relied on 
neither notes nor subordinate per- 
sonnel for answers to Mr. Fisher’s 
questions, including “some of com- 
plex and technical nature,” Mr. 
Fisher said. 


s Mr. Fisher said he was taken 
on a 1,300-mile automobile tour of 
Russian power-generating stations 
never before seen by an American. 

Predicting that Russia may be 
able to put heavy industrial prod- 
ucts on the world market within a 
few years, Mr. Fisher pointed out 
that Russia’s ability to undersell 
U. S. manufacturers “will rest en- 


tirely on the fact that their equip- | 


ment is designed and built by 
people who have a vastly lower 
standard of living than ours.” 
He recommended an exchange 
of technical experts and specialists 
(Continued on Page 79) 


Schick Fires Other 
Giveaway Barrel— 


at 21-Year-Olds 


LANCASTER, Pa., Aug. 29—Not 
having had enough of a good thing, 
Schick Inc. is repeating a giveaway 
it conducted four months ago in 
an assault on the youth market. 

As announced night before last 
on NBC-TV’s “Robert Montgom- 
ery Presents,” Schick this time 
will give a “25” model shaver, 
with monogrammed travel case, to 
any young man who reaches his 
2list birthday this week (Aug, 
26-Sept. 1). To get the shaver, the 
eligible youth must send Schick 
a certified copy of his birth cer- 
tificate—with his initials—by Sept. 
22. 


® Schick’s original “fuzz derby” 
was aimed at 17-year-olds who at- 
tained that age within the week 
of April 23-29. In the course of it, 
Schick was estimated to have 
given away well in excess of 2,500 
shavers, each one listed at $29.50 
(AA, June 25). 

In exchange, Schick got itself a 
bundle of publicity and thinks it 
earned for itself and dealers the 
undying gratitude of many hun- 
dreds of youngsters and parents. 

As M. J. Butler, Schick’s gen- 
eral sales manager, saw it: “A 
steady stream of ‘thank you’ let- 
ters indicated that tens of thou- 
sands of personal testimonials 
were given the Schick ‘25,’ and 
substantial retail sales—directly 
traceable to the promotion—were 
the result.” 


AMERICAN IN RUSSIA—Georgi Malenkov, minister of electri 

stations and former premier of the USSR, is shown with © 

Fisher, publisher of Power, in the course of the latter’s \\. 

visit. Mr. Malenkov told Mr. Fisher that the Bratsk dam, :) Si- 

beria, will power a hydro plant of 3,600,000 kilowatts, which will 

give it nearly twice the electric generating capacity of Grandi Cou- 
lee, biggest in the U.S. 
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Jack Daniel Buy Puts Brown-Forman 


| New York, Aug. 29—There will 
| be no change in the quality of Jack 
|Daniel’s Tennessee sour mash 
| whisky, nor in its advertising, as a 
result of the purchase of the Jack 
|Daniel Distillery, Lynchburg, 
| Tenn., by Brown-Forman Distillers 
| Corp., Louisville, a B-F spokesman 
| told AA today. 

| The purchase, concluded yester- 
day, reportedly for a sum of $20,- 
| 000,000, joins two of the oldest 
‘family businesses in the distilled 
' spirits industry. 

| George Garvin Brown, B-F pres- 
| ident, in announcing the purchase, 
|said the management of the Jack 
|Daniel Distillery will not be 
| changed. Reagor Motlow will con- 
|tinue as president of the Lynch- 
|burg unit, and his brothers, Con- 
ner and Robert Motlow, will re- 
main as vp and secretary-treasurer 
respectively. 

Gardner Advertising Co., St. 
Louis, will continue to handle ad- 
vertising for Jack Daniel’s Black 
and Green Label brands. 
= Asked whether production and 
advertising would be increased, a 
company spokesman told AA that 
production at the Lynchburg dis- 
tillery now is at its maximum ca- 
pacity of about 1,000 cases a day. 
This cannot be increased without 
increasing manufacturing facilities, 
a step which is not being consid- 
ered at this time, he said. 

The company was founded in 
1866 by Jack Daniel at Spring, 
Tenn., near Lynchburg, and is op- 
erated by the Motlow brothers, 
great-nephews of the founder and 
sons of Lem Motlow, a colorful 
Tennessee figure who built the 


Into Ranks of Long-Line Distillers 


business to the status of a national 
distributor early in the century. 
In 1955 it is estimated that Jack 
Daniel spent between $500,000 and 
(Continued on Page 74) 


$8,000,000 Emerson 
Drive Will Feature 
5-Way Port-O-Rama 


Jersey City, Aug. 29—Emerson 
Radio & Phonograph Corp. has set 
a record advertising and promo- 
tion budget for the coming year. 

The company will spend more 
than $8,000,000 to boost sales of its 
tv receivers, radios, phonographs 
and air conditioners. Special play 
will be given to the Port-O-Rama, 
the “world’s first five-way porta- 
ble tv-phonoradio.” 

The advertising section of the 
budget will be divided among mag- 
azines, newspapers and business 
papers. Pages and spreads are 
scheduled to appear in Better 
Homes & Gardens, Collier’s, For- 
tune, Life, Look, New York Times 
Sunday Magazine, The New York- 
er, The Saturday Evening Post and 
Time. Grey Advertising Agency 
services this account. 

Sales promotion aids will in- 
clude streamers, banners, displays, 
broadsides, direct mail and illu- 
minated outdoor and indoor signs. 


Pines Promotes Victor Dee 

Victor Dee, formerly advertising 
manager of Screenland and Silver 
Screen, has been promoted to ad- 
vertising director of Pines Publi- 
cations, New York. 


Use Local Direct Mail to Buttress 
National Ads, Martin Advises MASA 


Mail Ad Group Also Is 
Urged to Concentrate on 
Basics, Skip Gimmicks 


Cuicaco, Aug. 28—Glenn E. 
Martin, advertising manager of the 
tire and equipment division, B. F. 
Goodrich Co., today urged mem- 
bers of Mail Advertising Service 
Assn. to sell big corporations’ local 
dealers on using direct mail to tie 
in with their suppliers’ national ad 
campaigns. 

After pointing out that newspa- 
pers and radio and tv stations sell 
dealers on using local media for 
further promotion of nationally 
advertised products, Mr. Martin 
urged direct mail men to follow 


Vineyard Toiler... 


Manoff Retains 
Welch Account 
in Sale to Co-op 


Ownership Shift of 
$28,600,000 Marketer 
to Growers Began in ‘52 


New York, Aug. 29—No major 
changes in the marketing and ad- 
vertising policies of Welch Grape 
Juice Co. are expected as a result 
of the sale of the company last 
weekend for $28,600,000 to a group 
of farmers banded together as the 
National Grape Cooperative Assn., 
Westfield, N.Y. 

Richard K. Manoff, head of the 
agency of that name, which han- 
dles Welch’s $2,000,000 advertising 
account, told AA that the manage- 
ment of the company remains un- 
changed. The sale of the company 
to the association, although con- 
summated earlier than originally 
expected, has been progressing 
since an option agreement was 
drawn up in 1952 (AA, June 9, 
52). 

Official transfer of ownership of 
the company will be made Sept. 1, 
when $100,000 in Welch common 
stock will be delivered to the coop- 
erative. In addition to $100,000 in 
cash, the association will pay 
Welch $15,000,000 in notes ac- 
cumulated under the 52 agreement 
in exchange for the company’s 
plants and equipment and will as- 
sume a $13,500,000 mortgage rep- 
resenting the value of current as- 
sets, good will, acquisitions, im- 
provements and additions since 
1952. 

National Grape Cooperative 
Assn. was formed in 1945 by a 

(Continued on Page 72) 


New York Stock Exchange sup- 
plements °56 ad funds with 
$700,000 

Independent tv stations plan in- 
crease in movie, repeat, sched- 
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The term “middle man” is out of 
date, use “spread,” suggests 
Frank Atchley ........ Page 40 


Ad campaign concentrated in one 
publication hits best prospects 
pg, Ee Page 40 

At Houston Gift Show, buyers 
prove price-conscious; buying is 
Se eee ee Page 44 

Channel Master takes story of its 
tv antennas direct to consum- 


“Custom 400,” Stromberg-Carlson’s 
new line, gets fall push .Page 46 
Ads credited for subduing summer 
slump in flash bulb sales Page 46 
National Shoes launches record 
fall ad campaign, uses four me- 


RCA “sampler” records expected 
to whet music lovers’ appe- 


Quebec archbishop fights alcohol- 
ism by lambasting liquor 


Tv producers should have “say” 
in commercials to protect show’s 
mood, says Oppenheimer Page 62 

American economy “bursting with 
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Electronics expert suggests allo- 
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the lead of competing local media. 

“Why shouldn’t the local direct 
mail house be just as aggressive?” 
he asked. ““Why shouldn’t his ideas 
for exploiting the advertising 
theme by direct mail be just as 
good as the newspaper man’s ideas 
for exploiting it in the advertising 
columns of the paper?” 


® Many companies’ local dealers 
do not use direct mail because 
they have never been approached 
by a direct mail shop, Mr. Martin 
said. 

“It has never been suggested to 
them that these shops have the ex- 
perience and the personnel to 
build and maintain lists for the 
dealer, to imprint the mailing 
pieces if that is needed and to ad- 
dress and to mail,” he said. 

He added that direct mail has 
done a good job for B. F. Goodrich 
and that his company does more 
direct mail advertising than any 
other company in the rubber in- 
dustry. 
® Direct mail copywriters spend 
too much time dreaming up gim- 


micks to bow! people over and too 
little time on basic ideas, according 


‘No Monopoly,’ 
Fruehauf Replies 
to FTC Charge 


Detroit, Aug. 28—Roy Frue- 
hauf, president of Fruehauf Trail- 


er Co., today denied Federal Trade | 


Commission charges that his com- 
pany gained a dominant position 


in the truck-trailer manufacturing. 


business through illegal mergers 
and the use of special financing 
deals which competitors are un- 
able to match. 

“Fruehauf Traiier Co.'s acquisi- 
tion of some of the assets of these 
companies has not lessened compe- 
tition, nor has it resulted in a 
monopoly in the transportation 
equipment manufacturing field,” 
Mr. Fruehauf said. . 

“Any acquisitions Fruehauf has 
made are in line with our desire to 
be of better service. They do not 
constitute a design to throttle com- 
petition. The highway transporta- 
tion industry has grown tremen- 
dously over the years. The demand 
for highway freight equipment has 
been ever growing in this widen- 


(Continued on Page 75): 
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SPECIALIZED—This sportswear cam- 
paign minutely defines its market. 
The ad is running in September 
and October magazines. C. J. Her- 
rick Associates is the agency for 
John Weitz of Amco, designer- 
manufacturer. 
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New York, Aug. 30—The “re- 
habilitation and progress” of Mac- 
fadden Publications during the 
past five years was outlined here 
yesterday by Irving S. Manheim- 
er, head of a group that acquired 
control of the company in the 
spring of 1951. ’ 

He told the New York Society 
of Security Analysts that Macfad- 
den’s gross increased from $13,- 
723,752 in 1950 to an estimated 
$18,000,000 this year. Advertising 
revenue “jumped from $5,597,786 
in 1951 to $6,782,738 in 1955, and to 
an estimated $7,700,000 in 1956.” 
The 1956 figure, “highest in com- 
pany history,” excludes agency 
commissions or discounts. 

Macfadden’s financial feats, said 
Mr. Manheimer, were achieved 
despite “increased paper, printing 
and production costs totaling well 


Irving S. Manheimer 


antee.” Mr. 


Macfadden Ad Revenue Will Hit High 
of $7,700,000 in ‘56, Says Manheimer 


over $2,500,000 a year.” He said 
“efficiencies and economies” off- 


set part of the 
added costs, and 
the rest “came 
from increased 
circulation re v- 
enue, from in- 
creases in our 
circulation guar- 
antees to adver- 
tisers and only 
two increases in 
our base rate.” 
He predicted 
1957 would bring 


Macfadden “much better business,” 
adding that “some” cover prices 
may be advanced and that “by the 
July issue of 1957, or sooner, we 
will again have to increase our 
base rate and our circulation guar- 
Manheimer added: 


“From this, it should be clear to 
you that I look for higher earnings 
in 1957.” 


® Declaring, “Every one of the 
ten magazines in the house is in 
the black,” Mr. Manheimer ex- 
pressed doubt that “any other 
publisher of multiple magazines 
can make the same statement.” 
Macfadden puts out six magazines 
in the women’s field (these are in 
True Story Women’s Group), four 
in the men’s field (Macfadden 
Men’s Group). 

Mr. Manheimer said the mag- 
azines have been “outstanding” 
successes because of the “size and 
quality of our audience. The mag- 
azines in the True Story Women’s 
Group are edited wholly to the 
wage earners of our country, and 
with their particular social, prac- 
tical and emotional needs in mind. 
Wage earners today comprise close 
to 60% of the nation’s job hold- 
ers. Moreover, this market is an 
exclusive one—one virtually un- 
reached by other kinds of maga- 


cotor TV—NBC-TV premiering 


spreads running through Dec. 17. 
24 issue of Life. Grey Advertising Agency, New York, is handling 
the campaign. 


“Every-Night-Of-The-Week Big 
Color Programming” this fall breaks a promotion campaign begin- 
ning Sept. 10 in Collier’s and Life with a total of 15 four-color 


This ad will be used in the Sept. 


zines.” 


MEN’S WEAR 


Magazine 


A Fairchild Publication 
7 East 12th Street, New York 3 


the largest 


Yes, MEN’S WEAR Magazine has 


any publication in its field. 
What’s more, it’s the magazine 
retailers prefer and rely on— 
above all others. And we’re 
not shooting blanks, pardner. 
We can prove it. Just ask us. 


Surveys, he continued, indicate 
that Macfadden’s audience is 
“largely a housewife audience.” 
These people “have little or no in- 
terest in white collar forms and 
social activities and have no de- 
sire to copy them.” 


® About 30% of total Macfadden 
circulation is in subscriptions. “In 
other words, 70% are sold on the 
newsstands,” he said. “In the 
event we receive a large postal in- 
crease, such as we were threatened 
with recently, the additional cost 
to us could be very easily ab- 
sorbed. This is not true of most 
other large magazines, whose ratio 
is usually 80% or more subscrip- 
tions and the balance newsstand.” 

In addition to U. S. activities, 
Macfadden publishes 16 editions in 
ten foreign countries through a 
franchise arrangement with resi- 
dent publishers. “The deal is us- 
ually on a percentage of the news- 
stand sale and a percentage of the 
advertising,” said Mr. Manheimer. 
“The revenue from this source for 
the year 1955 amounted to $158,- 
000. For the first seven months of 
this year, the profits on interna- 
tional editions amounted to $170,- 
000. This foreign business is han- 
dled through a wholly-owned sub- 
sidiary, Macfadden Publications 
International Corp.” 

Mr. Manheimer said another 
subsidiary is Bartholomew House, 
which publishes books. Last year 
this operation showed a profit of 
$64,000. The profit for the first 
seven months of 1956, he said, “is 
already $45,000.” 


s At this point, Mr. Manheimer 
began outlining several financial 
moves. 

“From the beginning,” he said, 
“the present management was ded- 
icated to reducing the corporate 
indebtedness of the company as 
quickly as possible. At the begin- 
ning of 1951, the company had out- 
standing 54,675 shares of preferred 
stock, callable at 30. We started 
immediately to pick up as much of 
this as we could through private 
sale or in the open market at the 
lowest prices available. 

“We had been fairly successful 
in reducing this outstanding pre- 
ferred stock very appreciably. On 
June 1, 1955, we called in 10,000 
shares at the call price of 30 plus 
accrued dividend to date of call, 
and the entire remainder—18,530 
shares—was called in Oct. 1, 1955. 
At present, we have outstanding 
only 407,561 shares of common 
stock. This, in our estimation, is a 
very small number of shares for a 
company our size and one doing 
our volume of business. 


retail circulation of 


= “When the new management 
took over in 1951, $2,264,000 was 
outstanding in debentures. These 
are callable at 101. We have pur- 
chased these whenever possible at 


lower prices, and there is out- 
standing at the present time only 
$1,438,000. We have until July of 
1968 to retire these debentures. At 
present we are nine years ahead 
of schedule in the payments.” 

“The retirement of the preferred 
stock and the reduction of our de- 
bentures,” continued Mr. Man- 
heimer, “have been accomplished 
without any loans and without the 
reduction of our cash position. 
This, coupled with good earnings, 
will enable us from now on to 
work on a more liberal dividend 
policy. The board of directors, at 
this present time, is seriously con- 
sidering an increase in the divi- 
dend for the third quarter.” 

Mr. Manheimer said he first 
came into the Macfadden operation 
“without office or salary.” His aim 
was “to make a survey and to take 
the necessary steps to stop the 
rapid decline.” 


® He said the management that 
succeeded Bernarr Macfadden 
“was well versed in the advertis- 
ing end of the business but did not 
have too much knowledge of the 
many other departments.” The 
World War II years saw the com- 
pany making “enormous profits,” 
but departments were over-ex- 
panded, people were paid too much 
money and there was no proper 
supervision, he said. 

The result, after the war, he 
said, was “a loss in circulation, a 
loss in advertising and reluctance 
or inability on the part of man- 
agement to get the various depart- 
ments down to their proper sizes.” 

Mr. Manheimer’s first moves, he 
said, were to “dispense with un- 
necessary personnel and take steps 
to increase the newsstand circula- 
tion of all the magazines so that 
the advertisers could see some ray 
of hope for the future.” 


RUSSELL E. BAKER has been named 
general advertising manager of 
the Washington Post & Times Her- 
ald. The post has been vacant since 
1954, when Jack B. Sacks, who 
formerly held the title, was named 
an assistant ad director. Mr. Bak- 
er formerly was sales manager of 
the Detroit office of Sawyer-Fer- 
guson-Walker Co. 
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month after month... 
1512 million’ men and wo:en“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


a 


BH&G readers have more, buy more. For instance, only 

23.6% of all people in the U. S. live in households during the year... 

where there’s an automatic washer. But among very | 

frequent readers of “‘the book”’, 46.4% live in house- 

holds that own an automatic washer! An average issue 1 * 

of Better Homes and Gardens is read by 15,500,000 of Americ a 

people. One third of the 123,800,000 people in the 3 

U. S. 10 years of age or older read one or more of every 4 
twelve issues. That’s 44,150,000 readers of BH&G— reads Better Homes & Gardens ! “ 


and over 40% of them are men. Meredith Publishing ms 
Company, Des Moines 3, Iowa. * A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 ay 


ae | 
| rr 2 
Diy bee warden, | | 
! é|) A s * =. 
aD AF @ | | 
= <4 on : 
mS] PANS | 
ee 


This Week in Washington... 


U.S. Finds Gas Octanes Rising Higher 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Aug. 30—In his | 


usual impartial manner, Uncle 
Sam has come along this week 
with a testimonial for those new 
super-grade gasolines the oil com- 
panies tell about. 
‘| They really are super-grade, 
says the Interior Department’s bu- 
reau of mines. Government tests 
covering 5,000 samples show pre- 


mium grade gas averaged a 95.6) 


octane rating during the winter 
of 1955-56. That’s a five-octane 
improvement since 1952. 


Regular grade gas averaged 88.1 
octane, a jump of 4.5 points since 
1952, and a lot better than the pre- 
mium grades of only a few years 
ago. 

This is the second government 
report of recent weeks backing up 
the claims of some of the nation’s 
top advertisers. As reported here 
earlier this month (AA, Aug. 20), 
there is also a report by the De- 
partment of Agriculture testifying 
that those new household deter- 
gents really do clean clothes 
“whiter than white.” 

Farm Price Slide Ends: Sponsors 


SURE STRIKE! 


a. ees 
TLOay pelactel too Cele dt ed ehh 


FISHING TACKLE TRADE NEWS 


WILMETTE 
WLLINOIS 


of the administration’s flexible 
price program are jumping with 
joy over the latest farm income 
forecast by the Department of Ag- 
riculture. According to Acting 
Secretary True D. Morse, total 
farm income for 1956 is going to 
be up, reversing a downward trend 
that has been unchecked since 
1951. 

Part of the increase stems from 
the $300 million which the gov- 
ernment will dole out under the 
soil bank and wool programs, but 
part of it is from higher prices for 
farm products, too. With several 
crops running substantially small- 
er this year, the index of prices 
received by farmers in July was 
3% above a year ago and 10% 
above last December. 


Movie Exhibitors’ Troubles: 
After combing over the latest ar-| 
guments in the age-old feud be-| 
tween motion picture producers 
and exhibitors, the Senate small 
business committee has come in 
with a report which insists there | 
is a “vital need for a new spirit! 


| war” at the international trade fair 


of cooperation between various 
segments of the industry.” 

The report notes exhibitors have 
been squeezed by competition 
from tv, higher rentals for films, 
declining attendance and grosses 
and a flock of new film processes 
which involve costly (and incom- 
patible) projection equipment. 

It says producers could help 
exhibitors by making the 35mm 
colossals available in standard-size 
prints. In addition, the report 
complains, “The recent release of 
older pictures by producers for 
showing on television, which is 
certain to work a hardship on 
smaller theaters, indicates a lack 


Advertising Age, September 3, 1956 


of regard as to the plight of ex- | 


hibitors.” 
+ + e 
‘People’s Capitalism’ Hits Road: 
“The Advertising Council’s “Peo- 
ple’s Capitalism” exhibit—some- 
what revised—enters the “cold 


at Bogota, Columbia, Nov. 23-Dec. 
9. 

Initial plans, visualizing a tour 
of the Far East this summer, were 


10 


IN MAKING YOUR 


INDUSTRIAL MARKETING PLANS for 1957 


Vj CHECK POINTS TO CONSIDER 


(_] 1. Will you tap all the NEW markets 
in which new products and diversification 
are developing? 


[-] 2. Will your schedule include ONE 
medium which saturates all 452 indus- 
tries to make sure that no NEW markets 
are overlooked? 


(_] 3. Will you approach the top 40,000 
establishments which account for 4/5 of 
the national product through their 66,000 
key product selectors? 


(_] 4. Will you talk to product selectors 
on the pages of their preferred source of 
product news and information? 


(_] 5. The paper that is read for only one 
purpose— product information? 


(_] 6. The paper that gives them the most 
product news, the most timely, accurate 
and complete descriptions of new and im- 
proved products? 


(_] 7. The paper whose new product de- 
scriptions and illustrations include: what 
the product is; what it does; how it works; 
how much it will do; what it measures. 


(_] 8. Will the inquiries you receive be 
screened by requiring the write-in of your 
key number and postage to be paid by 


respondents; and will they be offered 
SPECIFIC INFORMATION inquiry 
forms so that their interest and needs can 
be explained? 


(_] 9. Will you choose the paper most 
advertised in by suppliers because often- 
est consulted by buyers? 


[-] 10. Do you realize that all of these 
advantages can be combined in a single 
publication costing, for the standard 
1/9-page unit, only $165 to $175 per 
month? 


All of the answers to these questions will be 
“yes” when Industrial Equipment News is 
inclided on your 1957 schedule. 
DETAILS? 


. send for complete DATA FILE. 


NEW! . . send for 

“YOUR MARKETS ARE CHANGING” 
20-page brochure showing how to get your share of 
NEW business, sparked by NEW products. 


PASSING FAIR—Gilbert Advertising, 
New York, devised this situation 
to launch Aileen Knitwear Inc., as 
a national advertiser. The color 
page appears in the September is- 
sue of Seventeen and The New 
York Times Magazine for Sept. 30. 


revised while “People’s Capital- 
ism” underwent some _ changes 
suggested by the 25,000 persons 
who saw its test run at Union 
station here. One change involved 
the doubling of space devoted to 
religious and cultural matters, as 
suggested by President LEisen- 
hower. A much-criticized “early 
American period home” has been 
replaced with “a log cabin such as 
Abraham Lincoln lived in.” The 
handsome furnishings in the full- 
scale “modern home” have been 
taken out and replaced with used 
furniture and kitchen equipment 
to give the place a “lived in” look. 


« e * 
7,650,000 ‘Outdoorsmen’: Ameri- 
cans not only live by “do-it- 
yourself” at home these days, but 
when vacation time comes, they 
go in heavily for “rough-it-your- 
self.” According to data reported 
by National Park Service, more 
than 7,650,000 persons used over- 
night tent and trailer camping fa- 
cilities in state parks in 1955, a _ 
20% gain over 1954. Moreover, « 
that’s more than double the num- 
ber who used such facilities in 
1950. 

Incidentally, more than 183.- 
000,000 people visited the 2,034 
state parks in 1955, a 10% increase 
over 1954. Nine states—California, 
Illinois, Iowa, Michigan, New 
York, Ohio, Oklahoma, Oregon and 
Pennsylvania—reported more than 
5,000,000 visitors apiece at their 
parks in 1955. 


Austin Kiplinger 
Is New Exec VP of 
Kiplinger Company 


Wasnincton, Aug. 29—Austin 
Kiplinger, well-known Chicago ra- 
dio and tv commentator, has been 
brought back to Washington and 
elected exec vp of the Kiplinger 
organization, publisher of the 
“Kiplinger Washington Letter,” 
and “Changing Times.” He is the 
son of W. M. Kiplinger, the foun- 
der. 

After working in the Kiplinger 
organization from 1946 to 1949 
and helping to establish “Changing 
Times,” he went to Chicago and 
entered tv in 1950. From 1951 un- 
til 1954, he was with ABC, and 
subsequently with WMAQ and 
WNBQ, NBC’s Chicago radio and 
tv outlets. He received TV Guide’s 
award in 1954 as Chicago’s best 
newscaster. 

While in Chicago he was chair- 
man of the mayor’s advisory com- 
mittee on juvenile welfare; a di- 
rector of the Sigma Delta Chi 
Headline Club and secretary of the 
Chicago Press Club. He is a grad- 
uate of Cornell and Harvard Uni- 
versity graduate school and re- 
ceived the air medal for services 
as a Navy torpedo bomber pilot 


in the Pacific in World War II. 
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America’s Best Read Ad: ‘ertising 


| is 4 TV GUIDE... 


an messi 


STARCH READERSHIP SCORES 


Noted Seen-Associated Read Most 
Women 39 35 5 
Men 33 31 7 


Your appreciation of PALL MALL quatity has made it America’s 
most successful and most imitated cigarette 


Get a fresh start with 2 freshly-lit PALL MALL 


When the deat is closed, relax, reward yourself 
with the smooth, gentie miidness of America's 
most rewarding cigarette. PALL MALL is so fresh 
and fragrant, it tastes freshly-lit puff after puff. 


Fine tobacco is its own best filter. PALL MALL's 
WEWS—CBS— TUESDAY seater tenet of traditianalas tins tab 
SS chant ake ton travels the smoke turther—filters the smoke and 


ee ie 


| 
| makes it mild. You get smoothness, miidness 
| and satisfaction no other cigarette can offer. 
MILLION DOLLAR MOVIE— =| Choose well— smoke PALL MALL. 
CHANNEL 9, NEW YORK |The net quay money can be 
! ' 
Senoroeram sees = | QChutstanding , ; 
I a rs TI ...and they are Viild ¢ 


Of the 10,000,000 primary readers who read TV GUIDE every week, 
3,500,000 took note of this Pall Mall color ad. 


TV GUIDE has one of the largest cigarette-smoking audiences offered 
by any consumer magazine. For instance a larger percentage of 

TV GUIDE’s primary men readers smoke cigarettes than those of any 
other weekly magazine. 


Intensive reading by both men and women, makes the TV GUIDE 
audience a hot one for cigarettes . . . or the particular product 
you want to sell to them. 


America’s Television Magazine... 
Weekly Circulation 4,000,000 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 . . . Adver- 
tising Offices in 30 cities including: New York, 625 Madison Ave., TEmpleton 8-4700 . . . Chicago, 
6 N. Michigan Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 5-2103. 
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Politics Still 
Looks Good to 
TV Sponsors 


Ratings Apart, Philco, 
Westinghouse Found the 
Conventions a ‘Good Buy’ 


New York, Aug. 31—Everybody 
else has been having his say, but 
what do their sponsors think about 
the big radio-tv political shows of 
1956? Do these advertisers feel 
they got their money’s worth out 
of sponsoring the Democratic and 
Republican conventions? 

Philco Corp., which carried both 
party nominating confabs on ABC, 
is “highly pleased” with the initial 
public and dealer reaction to its 
coverage. Raymond B. George, vp 
in charge of merchandising, reports 
that a spot check of dealers in- 
dicates that the commercials did 
attract business. He added that 
shipment of video sets from dis- 
tributors to dealers doubled during 
the convention weeks. 

Aside from the sales aspects, Mr. 
George said Philco executives feel 
that the company performed a val- 
uable public service by presenting 
“ABC’s excellent coverage of the 
conventions.” They are convinced 
—and here they are supported by 
fan letters to the sponsor—that 
ABC did the best job of covering 
the meeting and attracted a “deep- 
ly appreciative audience.” 


# At this stage Philco is neither 
elated nor disappointed over the 
15-city Trendex ratings that put 
ABC-TV far behind the other two 
networks. Mr. George is waiting to 
see the national results as reported 
by Nielsen, but he is convinced 
that the ’56 meetings drew bigger 
audiences than the ’52 conventions. 

A deluge of fan mail has helped 
to make Philco happy to be a re- 
turnee among the political sponsors 
this year. Except for a couple of 
letters from disgruntled viewers, 
who missed seeing their regular 
shows, most of the messages were 
favorable. : 

Several complimented Philco on 
its judicious use of advertising, its 
willingness to let ABC interrupt— 
éven in mid-sentence if necessary 
—to keep up with the happenings 
on the floor or in the caucus 
rooms, its tasteful commercials 
and its choice of salesmen, espe- 
cially Carl King. 


‘= Chris J. Witting, vp and general 
manager of the consumer products 
division of Westinghouse Electric 
Corp., said he was satisfied with 
the effectiveness of the company’s 
sponsorship of the conventions. 

“In the first place, convention 
coverage is just one part of the 
package we're buying,” he noted. 
“In our judgment, convention cov- 
erage, ‘Pick the Winner,’ the pro- 
gram that runs through September 
and October, and election night 
returns together will contribute 
substantially to achievement of 
over-all objectives. 

“This year, as in 1952, the pack- 
age is providing us with an oppor- 
tunity to perform a public service 
and we're gratified that we could 
do that.” 


s On the business side, Mr. Wit- 
ting said the conventions promise 
to be a “good buy on a straight cost 
per thousand basis. Of course, con- 
clusive ratings on the convention 
audience—the kind that will per- 
mit accurate and dependable fig- 
uring of these costs—aren’t avail- 
able yet, but preliminary reports 
indicate that the convention broad- 
casts commanded nearly as great 
a share of audience this year as 
they did in 1952. 


“With radio listenership at an) 
all-time high, with nearly four 
times as many tv stations available 
to us this year as four years ago 
and more than twice the number 
of tv sets in the country, we 
reached millions more prospects 
than we did four years ago.” The 
cost per thousand figure also was 
expected to be better than it was 
then, he said. 

The Westinghouse official point- 
ed out that the conventions are the 
springboard for a concentrated 13- 
week merchandising campaign. A 
quick check Monday indicated that 
dealers bought more than 8,000 
local tv spots following the con- 
vention commercials to let the 
viewer know where he could buy 
the appliances Betty Furness had 
just demonstrated. There also were 
a lot of radio cut-ins, though they 
haven’t been checked yet. Dealers 
ran co-op newspaper ads in about 
150 cities during the meetings. 


® Some indication of store traffic 
came from dealer re-orders for the 
ice slice tray convention special, 
which started coming in before the 
Democratic confab was over. Deal- 
er orders for major appliances and 
for small products (steam irons, 
mixers, etc.) were up 25% and 
11% respectively. One “convention 
special” tv model is sold out and 
other specials in the radio-tv line 
were going well. 

All of which convinces Westing- 
house it is getting its money’s 
worth in the CBS package, though 
the audience reaction hasn’t been 
as encouraging as it was in 1952. 
This, the sponsor attributes to two 
major factors: Lack of drama at 
Chicago and San Francisco, and a 
more blase tv audience that sees 
most of the major political figures 
on video regularly. 

Most of the mail was friendly. 
Viewers found the commercials in- 
formative and interesting. Custom- 
ers whose plants and products were 
used in institutional commercials 
were pleased, and electric utilities 
were enthusiastic about the pro- 
motion they received on some of 
the pre-convention shows. 


= In the absence of its general 
manager, J. F. Wolfram, Oldsmo- 
bile division of General Motors had 
no comment on its sponsorship of 
the convention coverage on NBC, 
though it expressed itself as “not 
dissatisfied.” 

However, Guy Warren, exec vp 
of Olds’ agency, D. P. Brother & 
Co., told AA the agency was “very 
happy” with it, and that the re- 
sponse from the Oldsmobile dealer 
organization was “very good.” 

“We could have hoped for the 
conventions themselves to be more 
exciting,” he said. “But otherwise, 
we were very well satisfied.” 


8 In Chicago, Sunbeam Corp. was 
more noncommittal than Oldsmo- 
bile. W. B. Courtney, advertising 
manager, felt it was too early to 
declare himself as either satisfied 
or dissatisfied. 

“We're still waiting for the sales 
reports,” he said. “Until they come 


in we won't be able to judge one!/... 


way or the other.” 


® R. H. Coffin, vp in charge of ad- 
vertising and sales promotion for 
Radio Corp. of America, reported 
that the company’s sales have been 
“tremendously good in the last ten 
days.” He didn’t know, he said, 
whether this is attributable to the 
convention salesmanship or wheth- 
er it is a part of the normal up- 
swing. 

He said RCA is pleased with the 
way dealers, distributors and the 
public have reacted to the conven- 
tion sponsorship. 

Mr. Coffin said the company be- 
lieves it got its money’s worth out 


of this political package. “Don’t 
forget, election night is still com-| 
ing up,” he pointed out. There has| 
been no feeling of disappointment 


over the early rating returns. 
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STULL WRITING— 
Here is another 
of Southwest 
Airmotive Co.’s 
“Letter from 
Daddy” ads (AA, 
July 9). In this 
one, though, the 
model looks a lit- 
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tle grim as she 
carves a man- 
size paddle for a 
small-size artist. 
B. F. Goodrich 
Co., whose ads 
are generally a 
little more se- 
date, gets a lot of 
mention in the 
copy. Don L. 
Baxter Inc., Dal- 
las, is the agency. 
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Station Rep Has ‘em Saying ‘Pepsi, Please’ 


in Muncie, ‘Coke, Please’ in Johnstown 
Jounstown, Pa., Aug. 30—The| Please” promotion was first tested. 


newest scene of a soft drink con- | 
sell 
| Johnstown Pepsi bottler, but was 
j}unable to reach him and sold it 


test for voice identification on ra- 
dio is right here, and the sponsor 
is not Pepsi-Cola. It’s the Coca- 
Cola Bottling Co. of Johnstown. 

On Aug. 17, on WJAC, the bot- 
tling company began sponsoring a 
“Cash Jackpot” program, for lis- 
teners who could identify their 
own voices saying: “I'd like a 
Coca-Cola, please.” 

The contest was kicked off with 
small space newspaper advertising, 
and features a jackpot building 
from one dollar. The spots appear 
five times a day on WJAC’s 
schedule. A sample spot runs 
about as follows: 


e “It’s Cash Jackpot time pre- 
sented by the Coca-Cola Bottling 
Co. of Johnstown. If you can iden- 
tify your own voice over WJAC, 
you will receive [amount of jack- 
pot]. (At this point the mystery 
voice says, “I’d like a Coca-Cola, 
please.”) If you can identify the 
mystery voice, call 5-1262 while 
we are playing our next musical 
selection. (If there is a winner, 
his name is announced; if there is 
no winner, they play the mystery 
voice with the name included.) 

“If you’d like to participate in 
the Cash Jackpot over WJAC, pre- 
sented by the Coca-Cola Bottling 
Co. of Johnstown, just send in a 
postcard with your name, address 
and phone number to Cash, 
WJAC, Johnstown. (Amount of 
cash ad-libbed). Stay tuned for 
Cash Jackpot time presented five 
times daily over WJAC.” 


® The newspaper copy in the 
Johnstown Tribune-Democrat 
showed a cat watching a mouse- 
hole, with the headline, “S-h-h-h 
Listen... Five times daily.” 
Copy read: “Identify your own 
voice for cash—to participate send 
name, address and phone number 
to Cash, WJAC Radio, Johnstown, 
Pa.” A Coca-Cola medallion and 
the slogan “Drink Coca-Cola” 
completed the ad. 

The new contest made a quick 
impression because it so closely 
resembled the promotion used by 
Pepsi-Cola in Muncie and San 
Diego (AA, Aug. 6) which also 
utilized prizes for the identifica- 
tioa of recorded voices over the 
air, saying “Pepsi, Please.” 

At WJAC, commercial manager 
Park Claycomb told AA that the 
use of the program stemmed from 
an idea suggested to him by Adam 
Young, WJAC’s representative. 
The Adam Young organization al- 
the station on which the “Pepsi, 
so represents KCBQ, San Diego, 


By coincidence, he had tried to 
the program first to the 


to the Coca-Cola bottler instead. 


s When the show began, the Pep- 
si bottler promptly protested, and 
Mr. Claycomb learned about the 
Pepsi promotions. He said flatly 
he was under the impression that 
the San Diego contest was a local 
promotion by a station and a bot- 
tler. 

Mr. Claycomb also conceded that 
the show is “no ball of fire,” and 
that it is neither pulling the in- 
quiries or building the audience 
he had hoped for. He feels that the 
use of postcards to qualify, plus 
the five-time schedule and six 
trunk lines for calls have made 
identification too easy. 

“We get nailed every time,” he 
said ruefully. This is principally 
because everyone who has mailed 
in cards apparently is able to call 
in and make identification. 

However, the show will keep 
right on going. He feels—on the 
basis of conversations with his 
representative and Kenyon & Eck- 
hardt, Pepsi’s agency, that there 
is no legal infringement. 


George J. Huebner, 
‘Tooling & Production’ 
Founder, Is Dead 


CLEVELAND, Aug. 29—George J. 
Huebner, president of Huebner 
Publications Inc., publisher of 
Tooling & Production, died yester- 
day in his home. 

Mr. Huebner was born in De- 
troit and attended the University 
of Michigan for two years. He also 
attended night classes at the De- 
troit College of Law while en- 
gaged in tool making during the 
day. 

After 15 years in the investment 
banking business, he was a foun- 
der of the Automotive Tool & Die 
Manufacturers of Detroit. 

He moved here in 1936 and 
founded the Huebner company, 
which publishes textbooks in the 
manufacturing field as well as 
Tooling & Production. For 26 
months at the outset of World War 
II, Mr. Huebner served as director 
of tooling procurement for the War 
Production Board. 

Mr. Huebner received merit 
awards for his contribution to the 
industry from the Tool & Die In- 
stitute of Chicago, and the Nation- 
al Tool & Die Manufacturers Assn., 
of which he was the only honor- 
ary life member. 
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Elgin Watch Drops 
TV Advertising in 


Favor of Magazines 


Etcin, Itut., Aug. 30—Elgin Na- 
tional Watch Co., which is promot- 
ing “personality-styled watches” 
this fall, has decided that national 
magazines are a better medium 
than tv for the advertising job, 


'and consequently is dropping its 
|sponsorship of Edward R. Mur- 
'row’s “Person to Person” (CBS- 


TV). 

In announcing the switch away 
from tv, A. L. Rowe, marketing vp 
for Elgin National, said: “TV does 
not meet the current specific needs 
of our company ... We believe 
broad magazine circulation that 
extends into large metropolitan 
areas as well as rural sections, 
offers an even, thorough distribu- 
tion of the Elgin message which 
will assure coverage of consumers 
wherever they may be. 

“We will return to tv when and 
if we feel specific shows, at spe- 
cific times, can help us,” he added. 


® Current specific needs of the 
company, at this point, refers to 
the company’s plan to promote 
watches appropriate to specific 
types of people. The slogan will be, 
“Whatever She’s (He’s) Like, 
There’s an Elgin She'll (He'll) 
Like.” 

Mr. Rowe said the theme was 
developed by “extensive motiva*® | 
tional research which showed that 
consumers want help in matching 
a watch with their personality or 
the personality of a man or woman 
for whom they’re buying the watch 
as a gift.” J. Walter Thompson 
Co., agency for Elgin watches, par- 
ticipated in the research job. 

Working with a “substantially” 
reduced ad budget this year be- 
cause of tight competition with 
Swiss watches, the company says 
it had to take a long, hard look 
at media to see which one could 
most economically put this theme 
over. 


® Specific objection to tv for the 
promotion, acco.ding to a com- 
pany spokesman, was that tv com- 
mercials are too short to convey 
effectively the “personality-styled 
watches” theme as Elgin wanted 
it conveyed. 

A second objection was that no 
program available seemed to have 
the kind of format the company 
thought suitable for the theme. 

The magazine campaign will get 
under way Sept. 4 with b&w page 
ads in Look and The Saturday 
Evening Post. These will be fol- 
lowed with a b&w spread in Read- 
er’s Digest and four-color spreads 
in Collier’s, Esquire, Life, Sports 
Illustrated and Town Journal. 


National Container Merger 

Merger of Owens-Illinois Glass 
Co., Toledo, and National Contain- 
er Corp., New York, has been au- 
thorized by directors of both com- 
panies. Shareholders will consider 
the proposal at meetings to be held 
Sept. 17. The merged corpora- 
tion would be known as Owens- 
Illinois Glass Co. If shareholders 
approve, the merged company is 
expected to begin its operations 
Oct. 1. 

Under terms of the proposed 
merger, shareholders of National 
Container would receive 1,028,739 
shares of Owens-Illinois common 
and 822,991 shares of new 4% 
cumulative convertible preferred 
stock. 


Goldschrafe to Helene Curtis 
Carl Goldschrafe has been 
named to the new post of director 
of packaging of Helene Curtis In- 
dustries, Chicago. Mr. Goldschrafe, 
who will coordinate all packaging 
of Helene Curtis products and of 
the Stopette and King’s Men lines, 
formerly was with Lehn & Fink 


Products Corp. 
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We specialize in the most vital phase of your entire 


advertising program—Merchandising at the Point-of-Sale. It is 


our only business... one we've been at for more than 


half a century. In that time, we’ve created countless traffic-stopping 


displays that have caught shoppers’ eyes in nearly every type 
of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

If your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


Merchandising at the POINT-OF-SALE 


@ Lithographed displays for indoor and outdoor use ® Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants © Mystik® Self-Stik Dispiays 
@ Mystik® Can and Bottle Holders © Mystik® Seif-Stik Labeis 


@ Econo Truck Signs ® Booklets and Foiders 


IF THIS IS YOU 
TAKE A CUE FROM US 


Trodemark Mystik Registered 


Keep this “IDEA FILE" and lilustrated 
brochure within easy reach... they are 
a collection of point-of-sale samples, 
ideas, success stories that have paid 
off in the past. They are yours FREE! 
Write Chicago Show Printing Company, 
2652 N. Kildare Ave., Chicago 39 
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Conventions, Advertising and Politics 


Some random thoughts on the political conventions: 


NBC President Robert Sarnoff’s estimate that the net loss to that 
network from the two weeks’ convention coverage would be $1,000,- 
000 to $2,000,000 can probably be projected to the other networks 
also. And even if it is somewhat high, no one will quibble over the 
tv industry’s assertion that the convention coverage results in a 
tidy loss. 

Part of the loss—a fairly sizable part of it, too—is due to the de- 
sire of the nets to outdo each other, and of all of them to show 
what a fantastic operation they can put together. With crews of 
hundreds and cameras spotted every five feet within a radius of 25 
miles of the convention hall, this kind of coverage tends to get 
wearying and confusing for the spectator, as well as costly for the 
network. One wonders, just a little, whether the performance 
wouldn’t be smoother, less jerky and more satisfying if such fan- 
tastic efforts to cover every possible corner were eliminated. 

Convention proceedings are ridiculously old-fashioned in some 
respects, and the whole process ought to be speeded up and im- 
proved. For example, even though the nets made much of the won- 

' derful two-way electronic setup which permitted delegations to cast 
their ballots, this state-by-state roll call, with half the delegates 
seizing the opportunity to become temporary advertising men, is 
by and large a time waster. State chairmen could more quickly and 
easily cast written ballots, and there’d be just as much drama in 
having the reading clerk call off the state votes. And the whole 
convention ought to be condensed (for broadcast purposes at least) 
into two evening sessions, lasting as late as necessary. And maybe 
they could even start on time, and eliminate the purely time-con- 
suming activities, like reciting poetry and singing folk songs. 

Incidentally, it’s always a shock to us ordinary citizens to dis- 
cover that so many politicians are such unimpressive public speakers. 


Some random thoughts on advertising and politics: 


It’s pretty clear that advertising and advertising agencies are going 
to play some sort of whipping boy role in this political campaign, 
however unwillingly. That was made obvious by the sneering ref- 
_ erences at the Democratic powwow to “Madison Ave. advertising 
agencies,” and “selling candidates like cereals.” 

This doesn’t make much sense, of course, and it doesn’t disturb us 
too much. As one AA writer pointed out last week, despite the 
Dems’ apparent lack of regard for advertising agencies, their con- 
vention was much more closely tied to advertising than was the 
Republican one. 

But the comments point up again the fact that a considerable 
portion of the value of advertising tends to get lost when the ad- 
vertising becomes too obtrusive. And this is true not just of politics 
but of any kind of advertising effort. It’s pretty much the same 
sort of thing that happens when the curtain fails to close as the 
act ends, and all the on-stage mechanics are exposed to the view of 
the audience. These things tend to destroy the illusion. 

And so it is with advertising—whether it’s a political party or 
candidate, or a bar of soap that’s being promoted. Advertising is 
supposed to work unseen and unsung, and not grab the spotlight 
away from the product it’s selling. 

As we and numerous other people have pointed out more than 
once, the best advertising is that which goes unnoticed. If the ad- 
vertising induces the reader or listener to say or think, “That’s a 
good product; I’m going to buy it,” it has performed a far more 
useful service than if it induces the same reader or listener to say, 
“That’s wonderful advertising.” 

In political advertising, as in all others, it pays off to keep the 
strings and the wires and the mechanics hidden from the audience. 


—Tilda Ritman, McGiveran-Child Co., Chicago. 

“I wasn’t trying to edit your presentation. I just thought you were 

getting pretty personal with the client where you say ‘Here’s what 
we plan to do with your Pop.’” 


What They're Saying 


Then and Now 

Today at least we can all pretty, 
much agree on what we mean by 
circulation, which takes us a 
couple of steps ahead of where we 
were in 1869, when Rowell’s Di- 
rectory used the following symbols 
to designate the reliability of pub- 
lishers’ statements: 

“The so-called ‘Z’ attachment 
indicates that the paper finds it 
impolitic or impossible to make a 
circulation statement that will hold 
water; a “Y’ means that the pub- 
lisher finds it better to make no 
statement at all; the double ques- 
tion mark means that the rating is 
unsatisfactory, but facts to war- 
rant a better rating cannot be got 
at; the plus and minus signs indi- 
cate that two statements of circu- 
lation received from the office, 
covering the same period, give dif- 
ferent figures; the double excla- 
mation marks indicate that there is 
something about the paper that the 
advertiser ought to know before he 
spends much money in it; the dou- 
ble daggers indicate that the pub- 
lisher is a kicker from whom little 
information can be extracted; the 
white pyramids indicate that the 
paper may be dead; the black 
spheres indicate that the paper 
says it ought to have a higher rat- 
ing, but is shy about furnishing 
facts to warrant the accordance of 
such a claim; the so-called doubt 
marks, not to put too fine a point 
upon it, indicate that the publisher 
has been putting out circulation 
statements that were false, and got 


caught at it.” 
—From a speech by Dr. Leo Bogart, 
director 


It’s too bad that more advertisers 
of the type that insist upon bla- 
tancy as a hallmark of successful 
selling on the air don’t realize that 
radio is capable of selling with 
subtle nuance. 

—Donald H. McGannon, president, 


Westinghouse Broadcasting Co. quot- 
ed in Food Business. 


The Future for Frozen Foods 

It is impossible to find a man in 
the frozen food business who 
doesn’t expect further gains for 
his industry in the coming years. 


| Since foods were first frozen com- 

mercially in the late ‘20s sales 
have doubled every five or six 
| years. And instead of showing a 
tendency to flatten out, the growth 
curve continues upwards. If, as ex- 
pected by many, an important part 
of the meat business is increasing- 
ly done in frozen form, this could 
be reflected in an even sharper 
pitch to that curve. 

To the food retailer, this cau- 
tions him that he must find more 
room in his store for frozen foods 
if he doesn’t want to fall behind 


The 15% method of compensa- 
tion has already been superseded 
by a system of compensation based 
on the requirements of the adver- 
tiser. There is only one source of 
income for agencies, and that 
source, the advertiser, must pay for 
every service the agency renders. 


Five Year Plan for 
Appliance Automation 

To apply automation to the 
manufacture of household appli- 
ances may require an organized 
market for second-hand appli- 
ances. The manufacturer may stop 
selling appliances entirely and is- 
sue the housewife a service policy 
with the appliance on loan or at a 
nominal rent. At the end of the 
five years, they would be replaced 
by new appliances, making pos- 
sible a predictable production 
schedule. 

—Irwin H. 


Steel, speaking at a meeting 
agency men in Hartford, Conn. 


Making Persuasion Pay 
Actually, there are only four 
primary sales appeals to persuade 
others to action. They are the four 
S’s. Sex (to make a favorable im- 
pression on the other sex); Snob 
(to keep up with the Joneses); 
Self (to improve one’s Status in 
life); Soul (to be at peace with 
God). 
—“Lists and Listings,” July-August, 
1956. Published by Walter Drey Inc., 
New York. 


et Sees a 


Advertising Age, September 3, 1956 


Rough Proofs 


The conventions of the two po- 
litical parties monopolized the 
three tv networks to a degree 
which threatened to alienate mil- 
lions of voters dedicated to base- 
ball, boxing and Western shows. 

* 


Harold Stassen, rated an expert 
on disarmament, was rather speed- 
ily disarmed at San Francisco, fol- 
lowing the collapse of his one-man 
rebellion against Vice-President 
Nixon. 

7 


Joe Smith was lifted out of his 
splendid anonymity by a Republi- 
can delegate from Nebraska, and 
the least that should happen is the 
organization of a National Assn. of 
Joe Smiths. 

* 

E. V. Durling used his syndi- 
cated newspaper column to plug 
Jim Young’s famous book, “A 
Technique for Producing Ideas.” 

He may make it even as popular 
as brainstorming. 

> 

A good many advertising critics 
have objected to the slogan, 
“Winston tastes good like a cigaret 
should” on grammatical grounds, 
but to the average smoker it 
sounds just like his own conversa- 
tion. 

. 

“The self-starter,” opines Bendix 
Aviation, “helped revolutionize the 
auto business when it opened car 
doors to women, and it is a def- 
inite factor in the tremendous 
growth of the boat business.” 

They’ve gone inboard to run the 
outboard motor. 

+ 

“Must have pleasing telephone 
voice,” says a publisher looking for 
an executive secretary. 

Fortunately the AT&T hasn’t 
monopolized the voice with a 
smile. 

e 

“Attractive spot in the South 
Florida sun for advertising execu- 
tive who can organize and admin- 
ister all-media agency.” 

But will he have time to enjoy 
it? 

° 

“Circulation job is underrated, 
Kobak charges.” 

Only by optimistic editors who 
think their stuff is so hot it will 
sell itself. 

+ 

With so many giveaway shows 
being readied for the next televi- 
sion season, maybe that magazine 
on how to win contests should do 
a quick revival. 

- 


National Broadcasting Co. is 
leading the fight in its field to in- 
sure that there will be no business 
or public discrimination against 
color. 


You may not be wondering par- 
ticularly where the yellow went, 
but the crowds of youngsters re- 
turning to school can’t understand 
where the summer went. 


Milwaukee brewers are laying in 
extra stocks for the purpose of 
either helping Braves fans to cele- 
brate their team’s getting into the 
World’s Series or assisting them to 
drown their sorrows if it doesn’t. 

Cory Cus. 
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More advertisers 


2 


Advertising linage is the final measure 
of a newspaper’s sales power 


FE Fy Chie Philadelphia Inquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : West Coast Representatives : 

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES | 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wiishire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 . 
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As co-owners of The Elks 1,152,497 active men read 
this magazine with special attention. It is edited to 
their fraternal interests... their liberal way of living, 
giving and spending. They believe in The Elks...and 
buy from its advertisers out of incomes far above 
the national average. 


MAGAZINE 


New York * Chicago * Detroit + Los Angeles 


Research Outfit Will Test 
Industrial Market in Europe 
Manufacturers of heavy indus- 


trial equipment who want to test | 


the market potential for their 
products in Europe are being of-| 
fered an audio-visual research | 
service by International Research-| 
ers Associated, Chicago, a division 
of International Processes Inc. 

IRA will make films of equip- 
ment, tape-record sales messages 
and send this material to its rep- | 
resentatives in Europe, who will 
carry out the tests, thereby obviat- 
ing the need to ship heavy or 
bulky equipment across the ocean. 
James S. Ross, president of IRA, 
Says market tests covering four 
countries can be carried out at a 
cost of $8,000. 


O’Brien to Brown-Forman 


Edward F. O’Brien, formerly vp 
of Schenley Distributors and Mel- 
rose Distillers and before that vp 
of sales and advertising of Frank- 
fort Distilleries, has joined Brown- 
Forman Distillers Co., Louisville, 
as vp of sales. He will work under 
J. Gordon Baquie, exec vp. Mr. 
O’Brien is chairman of the adver- 

committee of the Distilled 
Spirits Institute, chairman of the 
tax committee of Licensed Bever- 
age Industries and a member of 
the industry advisory committee of 
the National Alcoholic Control 
Assn. 


Two Display Builders Move 

The Displayers Inc., and Robert 
Kayton Associates, exhibit and 
point of purchase display builders, 
have moved to larger quarters at 
635 W. 54th St., New York. 


» 
row 


A CAPTIVE AUDIENCE 


and 


NO COMPETITIVE ADVERTISING 


MPA gives you a captive audience that sees only three other non-competitive 
advertisements in motion picture theatres of your choice. 

Your potential customers, relaxed and comfortably seated, are held captive 
for the powerful presentation of your message with Sight, Sound, Action and 


Vivid Color. 


The big theatre screen commercial is the most complete selling aid available 


to you today. 


MPA accepts only four non-competitive advertisers per theatre per week. 
You can buy as little as one or as many as 52 successive weeks. At every per- 
formance during the weeks you are scheduled in each theatre, you will enjoy 
the exclusive advantage of being the only advertiser in your field. 

In many communities, the audience you reach with a regular schedule is 
equal to approximately 80% of all people in the community. 

+ YOU can do a jot of selling when you are the only one in your field using 
the big screen in vivid color to reach 80% of all the people you want to reach. 


Inquire now! More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO.. INC. 


1032 Carondelet St. 
New Orleans, La. 


gives you... 


70 E. 45th St. 
New York, N. Y. 


Advertising Age, September 3, 1956 


Getting Personal 


Virginia Curran, radio-tv time buyer for Roy S. Durstine Inc., 
Los Angeles, and Paul Weigl of Hollywood Plastic Arts were mar- 
ried Aug. 10 in Los Angeles. . . 

It’s “Grandpa” now for Charles L. Rothschild, exec vp of Emil 
Mogul Co., New York. His daughter Elaine gave birth to a 5 Ib., 
15 oz. girl, Deborah, Aug. 9 in Albuquerque. . . 

George J Hecht, publisher of Parents’, has been awarded an hon- 
orary degree, doctor of humane letters, by Temple University, Phil- 
adelphia. . . 

Joanne Besch and Wright Ferguson, account executive at Benton 
& Bowles, New York, will be married in October... 

Four San Francisco advertising agency executives have been 
named to conduct fall semester classes at Golden Gate College, 
sponsored by the college and the San Francisco Advertising Club. 
John R. Little, vp and general manager of Foote, Cone & Belding, 
will teach the general advertising course on Monday nights, be- 
ginning Oct. 1; Fred R. Wright, production manager of Guild, Bas- 
com & Bonfigli, will direct the advertising production course, with 
classes starting Oct. 2; the radio-tv commercial course will be 
taught by James P. Milton, copy chief of Honig-Cooper Co., be- 
ginning Oct. 3; Jack Hanford, ad manager of The Emporium, will 
teach the course in retail store advertising, starting Oct. 4. Each 
class will meet once a week for 16 evening sessions. .. 


HONORED—George J. Hecht, publisher of Parents’ Magazine (left), 
receives an honorary degree of Doctor of Humane Letters from Dr. 
Robert L. Johnson, president of Temple University, Philadelphia, 
at summer commencement exercises. Allison R. Leininger (right), 
exec up of Parents’ Institute, presented Dr. Hecht for the degree. 


Cecile Cuthbertson Kelly and Julian Rapallo Sloan, trainee in 
the media analysis department of Benton & Bowles, New York, 
were married Aug. 18 in Rye, N. Y... 

Leonard S. Smith, vp and general manager of William Kostka & 
Associates, Denver, has been reappointed to a third term as chair- 
man of the public relations committee of the American Legion for 
the Department of Colorado... 

Samm S. Baker of Donahue & Coe, New York, has turned out 
another murder mystery novel, focusing on the big-money tv 
quizzes. It’s titled “Murder, Very Dry!”... 

A son, Kevin Christopher Kent Lloyd, was born on Aug. 17 to 
Paula Kent, p.m. of the San Diego Union and Tribune, and her 
husband, Stanley Lloyd... 
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PSYWARRIORS—Three members of the 305th Radio Broadcasting and 
Leaflet Batailion, Chicago psychological warfare reserve group, dis- 
cuss leaflet procedures before a panorama of propaganda leaflets 
used during the Korean action. The three reservists, who have 
donned khaki for a two weeks tour of duty at the PsyWar Center, 
Fort Bragg, N.C., are (left to right) 1st Lt. Edward C. Campbell, 
advertising representative of the Chicago Sun-Times; Sgt. C. Barrie 
Bedell, copywriter of Proebsting, Taylor Inc. and son of Clyde 
Bedell, AA feature contributor; and 1st Lt. Morris R. Beschloss, 
advertising manager of Chicago Screw Co. 


Charles H. Crutchfield, exec vp and general manager of Jefferson 
Standard Broadcasting Co. (WBT and WBTV, Charlotte, N. C., and 
WBTW, Florence, S. C.), has been appointed radio-tv chairman of 
the governor’s committee for the public school amendment by 
North Carolina’s Governor Luther Hodges... 

Hugh H. Graham, president of Hugh H. Graham & Associates 
Inc., New Britain, Conn., advertising agency, was host to 100 vis- 
itors at an open house recently to mark the agency’s 10th anni- 


versary... 


"halal, a. Semmes - 
MAS ORE na “MSA are Pa, ORR ee LO ree 
otto Se Che AE Me ik Pas aie pee Ont sa - rita 
ete = oe eee : +e ea te 
Sa 5a Behera Ak Base ec) lc. Se 
ea aie io oe  ——e 7 ee 
ee se enaneesy <n Se pes eae 
Bae Roe , —_ ecto oi lana %. : 
ee ‘ -—e—__/" 
me 
Be t | 
ae | ee 
a ou “i. 
aes pe . f 
an a 0 i AOS "49 
te ( » ——— ’ ™ ))' 
et, S, . wn 
Pane a | ig re 
Bf : Ry) y Sian a a 
te Y oh i ' ty! al: | 
pate» Ty pe ™ i: ie > 
enlecs die Q FRwW —_ 
nae : OQ) “S N rt % $ 
gad Bc: s, : 4 
ah in 1) a «> aia 
+t <t 6 st Bie KSIoe 
z PF f. ge :* Ze ’ 
fei Jelg } \ S77 Be 3) 
ae ie: “f 
bape? bh yi G yy : 
ype eel - . 
ae fr NS hy Gd 
i ae ame > ~~ - “ . 

sate Oey 7 = , ° / 
. Li Nal(c 
* apa { J f 
you So mind SA oa eee \F SCC 
eran —s ‘\S¢ 
oi y fot may 
eh DIRQ Voor 
a YAS | 
ae 
ma. | 
ane | 
Saag * ‘ 
ae ' 

ee ig te — 
a ; ae, ee 

~ ny ™” oe foe ae 2% § ae Te ae i nie aan ; 
ee a = a ig i ; eer in (ee a _ . va 
wah cea oa ts as ae Sane a i 
pn + ees ., a ; cay -> lee ae a 
Piet: SE eet f a en - 

ee 7 cee kee i > 
re a ie Ze se | 
Se n cae Barc aa ag oo 
i e oy nN a a ' } 
aan ee ee A es ~ eee ee a ae =a “q 
at ERASE <0 gi a ie eee ke .— 7 
meh Bee a a 4 es eee ie 4 
24 ee | hc — a : ar oa Be : 
am : , a i. ; 
ee t i| 
wi 3: 
mg > 
i At ~* | 
eta 

ait | 
oo 
ee } 
ein. } 
a h 
oe 
bee | | 
Wee. | i 
rs): | 
Ais 
aie | 
- Si 
ee 
ee oer 
Pie 
oh 
fs hi | we ‘ te ‘ 

oe a cE Ee ie , = 

t i . Boe "ad Fs 
ie | = - oo wr; hs} 
aaa | a _—— yr 1 aoe a 
> ng 4g é ol ae . 
a | Bs Peace 2a Se cee Po vv ale a 
Sen | = I~ oe __ 
ae ’ ; P : ' wee — 
ee » 3 a] Re ae. 4 — 7 
iS f .~ . 2 7 4 te 
+e " is F Al ss ee +5 ae 
a ge me ae ‘ 5 ’ aes as es 
‘sue ee - > . , a : . 
ag Rites oe + Aa e77 . it, Z 
= Pe ae <9 5 Ma, it i 
Rae | . . " the 3 % = / Rae — a : 4 
oe . ie. AY LS ae. . : Z ‘ 
es ? Co -s nt 
pie | : : i —— _— _ 
Beit 
ace cle 
: Soe | 
eee gr” f 
here ce | | 
Bee a | 
ae | 
et | | 
eo } 
Ret | 1] 
ee | | 
ch 
x 
Neb | i 
4 Pa | 
me 
ee Py | 
Ped ae 
Soest ee, 3 ; pre | 
ek by 2 ~~ : 
’ * og ee cs Ft | 
Sees ao. So Soe pe Pe 

ee 22 ye oO — ae 


beginning January 14, 1957 


Starting January 14, 1957, the new Western Regional 
Edition of SPORTS ILLUSTRATED will create new oppor- 
tunities for greater local accuracy, economy and flexibility 
in a magazine of national influence—for advertisers to 
focus directly on the top of the Western U.S. market. 


16 times this coming year the Western Regional Edition 
will reach a guaranteed circulation of 100,000 in California, 
Oregon, Washington, Utah, Nevada, Arizona and New 
Mexico. Black and white page, 13-time rate, $810. 


SPORTS ILLUSTRATED’s New York and Chicago Regional 
Editions are already giving many advertisers the liveliest 
local response they have ever experienced. And Eastern 
and Western Boat Show Editions, and the Ski Editions, 
have enabled many more to pinpoint a highly selective au- 
dience in a national family magazine. 

So if you’re aiming for the top of the Western market, 
SPORTS ILLUSTRATED belongs on your 1957 schedule. For 
now it can offer you the Western sector of an audience 
which has set a new high in family magazine readership. 


SPORTS ILLUSTRATED announces: 


Western Regional Edition 


19657 Pubiication Dates 
for the 
Western Regional Edition 


January 14, 1°57 (Combining 
Western Si:: Edition) 

February 4, 1957 

March 4, 1957 (Combining 
Western Boat Show Edition) 

March 25, 1957 

April 22, 1957 

May 13, 1957 

May 27, 1957 

June 17, 1957 

July 29, 1957 

August 19, 1957 (SI’s 3rd Anni- 
versary Edition) 

September 23, 1957 

October 14, 1957 

October 28, 1957 

November 11, 1957 

November 25, 1957 

December 9, 1957 (Combining 
Western Ski Edition) 


SPORTS ILLUSTRATED '’s National Audience— 
\ 
650,000 families who live the full life 


William W. Holman, Adv. Dir. 


%* From a nationwide study 


They earn high incomes—* 

Here in the U.S.A.—where the median family in- 
come is $4,130 per year—SI subscribers earn $9,550. 
SPORTS ILLUSTRATED subscribers alone account 
for one out of every five American families earning 
$15,000 per year or more, 


They live in the finest homes— 

Their homes have a median value double the U.S. 
non-farm median. Almost half these homes have 
two or more baths and two or more telephones. And 
40% (five times the U.S. percentage) have two or 
more cars in the garage. 


They're charge account customers— 
87% of SPORTS ILLUSTRATED’s families have 


charge accounts—and keep them active. For ex- 
ample, 92% of the men have bought sport slacks. 
77% wear “‘loafer’’ shoes; 39% own dinner jackets. 
Among the ladies, 61% have cashmere sweaters and 
50% own fur coats. 


And they're responsive readers— 


SPORTS ILLUSTRATED has given many advertisers 
record sales returns. It is where Ford so successfully 
introduced the ““‘Thunderbird.” SI is where success- 
ful liquor advertising swung a decision at Schieffelin 
& Co. to reserve space for 52 ads a year. 

It is where a $565 mail order ad brought in $4,500 
worth of immediate returns—where the Campbell 
Soup Company is opening up a new market for 
“Soup on the Rocks.” 


All this explains why SPORTS ILLUSTRATED attracted more advertis- 
ing in its first year than did any other magazine except LIFE, and is now 


leading LIFE’s second-year record. 


For rates and mechanical information, write or call: 


9 Rockefeller Plaza, N.Y. 20 


Time & Lire Building 
Chicago 1, Ill. 


of SI subscribers, 1956, 
by Alfred Politz Research, Inc. 


Gerhard Becker, Mgr. 
221 N. La Salle St. 


Cecil H. London, Mgr. 
Shell Building 
San Francisco 4, Calif. 


900 Wilshire Blvd. 
Los Angeles 17, Calif. 


SPORTS 
ILLUSTRATED 


9 Rockefeller Plaza, New York 20, N.Y. 


Joseph G. Davis, Mgr. 


You can now 
pinpoint the three major 
American markets 


in SPORTS ILLUSTRATED’s 
Western Regional! Edition 


with a guaranteed circulation of 100,000 
in these seven important Western states 


els 


OR TENTS EI TT 


in SPORTS ILLUSTRATED’s 
Chicago Regional Edition 
with a guaranteed circulation of 60,000 
in the heart of the Midwestern market 


in SPORTS ILLUSTRATED’s 
New York Regional Edition 
with a guaranteed circulation of 100,000 


in this area along the Atlantic Coast 
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New York, Aug. 28—The New 
York Stock Exchange is increasing 
its advertising budget for the re- 
mainder of the year by $700,000. 
This will raise to $1,300,000 its 
| total advertising appropriation for 
1956, the largest sum ever spent 
by the exchange for advertising 
promotion. In all of '55 it spent 
$975,000. 

In the remainder of the year the 
exchange will use 570 daily news- 
papers four times and 162 Sunday 
supplements three times, plus two 
pages in Life and Reader’s Digest. 

In addition, it will run an ex- 
perimental spot tv campaign in 
two test cities, still to be selected, 
to help its members explore this 
|}medium. The test cities probably 
| will be in Ohio and northern New 


| York, AA was told. Calkins & Hol-| 


|den is the agency. 

| Keith Funston, president of the 
exchange, in releasing information 
jabout the increased advertising 


beginning with the November issue, 


DUN S REVIEW 


nd Modern Industry 


will feature: 


SIZE. 7x10 


wal” 


READING PAGE! 


+ 


“GRE PAGES! — 


2 


- NEWAAYOUT! 
NEW TYPE FACES! 


LARGER” 
EDITORIAL 


Advertising Age, September 3, 1956 


Supplemental $700,000 Push Brings N.Y. 
Stock Exchange Budget to Record $1,300,000 


budget this week, emphasized that 
the exchange’s advertising “will 
continue to stress its basic theme: 
‘Own your share of American busi- 
| ness.’ 

} 
s “We want to continue,” he said, 
“to give people everywhere some 
idea of the fundamentals of in- 
vestment, the risks and rewards 
of share ownership, the work of 
the stock exchange and what the 
broker can do to help the investor.” 

The exchange’s current cam- 
paign, launched in January (AA, 
Jan. 23), Mr. Funston said, “has 
turned out to be highly effective. 
Tests have indicated that it has 
been widely read.” 

During the remainder of the 
year, he said, emphasis will be 
placed on the professional nature 
of the services offered by members 
| to the investing public. The public 
| will be encouraged to consult ex- 
change members for advice on 
buying and selling stocks and 
bonds. 

“The ads,” Mr. Funston said, 
“will adhere to the exchange’s 
basic philosophy that an investor 
should (1) understand the risks 
inherent in the purchase of stocks 
or other property and tailor his 
investments to the risks he can 
afford; (2) have a reserve for 
emergencies; (3) get the facts be- 
fore investing; (4) seek the ad- 
vice of a stock exchange member.” 


® Mr. Funston noted that the ex- 
change’s national census of share- 
owners, announced late in July 
(AA, Aug. 6) disclosed a substan- 
tial number of people who have a 
direct interest in industry. The 
total, he pointed out, has increased 
from 6,490,000 at the start of °52, 
when the first comprehensive 
stockholder census was made by 
the Brookings Institution, to 8,- 
530,000 people who own a share 
in publicly-held corporations. 

“I can’t help feeling,” he said, 
“that the exchange’s entire educa- 
tional program has contributed to 
this development.” 

Coupon returns are only inci- 
dental to the educational aim of 
the exchange’s advertising, Mr. 
Funston said. But in the past two 
and a half years, the exchange has 
received 310,000 direct requests for 
educational literature from its ads. 

Coincident with the exchange’s 
new advertising program for the 
remainder of the year, the ex- 
change is sending members a new 
merchandising kit which they can 
used to tie in their own advertising 
with that of the exchange. 


Pontiac Buys Local Cut-ins 
of Election News Coverage 

Pontiac Division of General Mo- 
tors Corp., Pontiac, Mich., has 
bought five-minute local news 
cut-ins in election night coverage 
in four cities. The car maker has 
contracted for local news reports 
every half hour on WCBS-TV, New 
York; WTOP-TV, Washington; 
WXIX, Milwaukee, and KNXT, 
Los Angeles. 

The telecasts will begin at 9 
p.m., EST, on Nov. 6 and continue 
until the major contests have been 
decided. MacManus, John & Ad- 
ams is the agency. 
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AND DUN’S REVIEW 


reaches a vital audience of more 
than 100,000 management men 


HAMILTON WRIGHT 
ORGANIZATION, INC. 


SAYS... 


(ist) We Get 25% More 
Clippings From 


yes—more than ever—it will pay you to remember 
“YOU SELL MORE WHEN YOU SELL MANAGEMENT FIRST” 


DUN’S REVIEW and Modern Industry 


CSTR ES ae 
PRESS CLIPPING BUREAU 
BArclay 7-537) 
165 Church Sirest New York 7, N'Y, 
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ADVERTISEMENT 


Builders, Dealers Key Factors 
In Greater “Modernization” Sales 


Reports from Practical Builder 
and Building Supply News editors 
in the field indicate that the snow- 
balling promotion and publicity on 
“Operation Home Improvement” 
and other “Modernization” pro- 
grams, is sparking increasing at- 
tention from builders and building 
material dealers. More and more 
of them have decided that “all the 
fuss” about this phase of the Light 
Construction Market makes sense 
... they’re going after the business. 

Modernization is, of course, by 
no means new to these builders 
and dealers—in fact, it’s a business 
that has, for several years, rivaled 
new home building in total dollar 
volume. But the “running start” 
they already have on selling Mod- 
ernization is in itself one of the 
chief reasons for increasing enthu- 
siasm for O.H.I. by builders and 
dealers. Nationwide, all-level pro- 
motion—of the kind now being 
generated by O.H.I. and pther home 
modernizing campaigns—is provid- 
ing interest and impetus to bring 
Modernizatjen up to the level of 
its fullest sales potential. 

Field reports of these editors 
indicate that above all else the key 
to successful modernizing is ex- 
perienced builders—it’s the kind of 
business in which the neophyte 
could quickly lose his shirt; but a 
business that the seasoned con- 
tractor finds “made to order.” 


Medium. Large Builders 
Interested 


Of importance to marketing men, 
it is becoming more and more ap- 
parent that profitable home mod- 
ernizing fo. the medium and larger 
builder means much more than just 
“off season” business. While the 
interior nature of most moderniz- 
ing jobs presents additional sales 
opportunities during slack months 
for the builder whose business is 
primarily new homes .. . this is 
largely offset by the highly techni- 
cal (“each job is different”) prob- 
lems inherent in most modernizing 
contracts. “Like most businesses,” 
one builder reports, “you’ve got to 
do many Modernizing jobs—you 
may lose on one; profit has to be 
figured on the basis of the long 
pull.” 

Many such builders see Modern- 
ization as the basis for offering a 
balanced service to their customers. 
The 2-bedroom homes these build- 
ers built a few years back present 
an opportunity for “repeat busi- 
ness” in the addition of rooms or 
other facilities. And the builders 
who have developed a local repu- 
tation for providing good values 
in new housing are discovering 
“built-in” Modernization sales. The 
merchandising ability they’ve de- 
veloped during the last ten years 
needs only slightly different form 
to sell Modernization. 

However, medium and larger 
builders typically look to new res- 
idential construction as their pri- 
mary market. Although many in 
this group are investigating Mod- 
ernization possibilities, the best 
way to get more of them on the 
O.H.I. bandwagon, PB editors be- 
lieve, is to show them why and how 
this segment of the market can be- 
come not only big business, but 
better business. And, although 
much PB editorial attention has 
been given to the subject in the 
past, this coverage is being stepped 
up in an all-out effort to make 
O.H.I. and the other national pro- 
motions pay off at the professional 
level—for all builders, large, me- 
dium and small. 


Builders And Dealers 
Work Together 


Modernization is bringing about 
a closer business relationship be- 


tween building material dealers 
and builders. Building Supply 
News editors have observed that 
selling home modernizing requires 
4 key elements at the local level: 
1) intense local promotion; 2) a 
display room where buyers can 
actually see what they’re getting; 
3) readily available financing; and 
4) expert contractors and work- 
men. 

The building material dealer is 
therefore the retail “natural” for 
making Modernization sell—except 
on count No. “4.” Dealers need the 
close cooperation of the thousands 
upon thousands of builders who 
will actually handle installation of 
the work. A recent survey among 
Building Supply News dealer sub- 
scribers shows that only 5% of the 


dealers maintain yee- nd con- 
tractor-employees— ‘ear in- 
dication that dealers © ‘t want 
to become involved ir * ontrac- 
tor’s problems of instz 1, labor, 
etc.—except as a nati rchan- 
dising link in the inci: _ sale of 
building products. 

Even though th verage” 
builders (who now d of the 
Modernization, accor: © a new 


Practical Builder > «y) are 
closely associated wi «ir deal- 
er suppliers, they ar: — istinctly 
separate sales target. because 
in dealing with the r on re- 
modeling jobs, the bir acts as 
an independent agent ost cases, 
with his profit depes | on his 
own estimating, plan.) nd sell- 
ing ability. The bui > selling 
ability is especially i:n).rtant be- 
cause many inquiri they get 
through their dealer iss ciates can 
be “traded-up” from minor to ma- 
jor remodeling jobs when the con- 
tract is actually made with the 


home owner. Here agaii, the sales 


ADVERTISEMENT 


success of building product manu- 
facturers in Modernization depends 
on how and where they aim their 
promotion. 

Practical Builder’s Executive 
Editor, Jim Lange, puts it this way: 
“_.. the best way te promote Mod- 
ernization is with satisfied custom- 
ers. This means craftsmanlike 
installation of the new products 
and features owners want in their 
homes, with estimates adhered to. 
In every sense, therefore, the tre- 
mendous sales potential in home 
modernizing depends on the build- 
ing material dealers and builders 
who actually do the selling and in- 
stallation. One satisfied customer 
turns the whole block of his neigh- 
bors into remodeling prospects .. .” 


Modernization: A Huge Market 


How big is Modernization? Sta- 
tistics vary. Estimates of annual 
volume range between 12 and 21 
billion dollars. Albert Cole, Nation- 
al Housing Administrator, evalu- 
ates home remodeling, alteration 


and repair at over $15 billion year- 
ly. Practical Builder and Building 
Supply News editors estimate "55 
expenditures for the Modernization 
segment of Light Construction at 
$14 billion—with ’56 sure to run 
higher, probably exceeding new 
residential building in total- dollar 
volume, That’s why these editors 
have labeled Modernization 
“Building’s Biggest Business.” The 
one sure thing about this segment 
of Light Construction is that it is 
big .. . and it’s bound to get bigger 
—because the more homes and 
other structures we build the big- 
ger the Modernization Market gets. 


For your sample “Make Modern- 
ization Pay Off” Kit, and for full 
details of the Practical Builder- 
Building Supply News campaign 
designed to: “Make Modernization 
Pay Off . . . at the Professional 
Level,” write today to Promotion 
Dept., Industrial Publications, Inc., 
§ South Wabash Ave., Chicago 3, 
Illinois. 


What is the biggest thing in the Light Construction 


Industry today? Modernization! Yessir, remodeling, 


expansion and repair of existing structures is Big Business 


today...and no mistake! And the more than 100,000 readers 


True, they are 


Mr. Builder, U. 


more, he is the 


buyer you can ret 


of practical 


PB editors have 
well as the entire 


large number of 


builder know it best... in fact, 

do most of it. Why? Because, for more than 20 years, 

been pointing up its profits. Modernization (as 
light construction market) is made up of a 
all pieces, not a small number of big pieces. 
you don't sev-on the front pages of 
metropolitan newspapers; but they make up the profit pages of 
5. A. He exists in large quantity. What’s 

pst active, the most stable, the most profitable 
the year ’round. How? Through the book 


he goes by... the|book he buys by... Practical Builder! 


... Of the light 
construction industry 


@INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 
Publishers of Practical Bulider, Building Supply News, 


Building Material Merchant and Wholesaler, Ceramic Inéustry, 
Brick and Clay Record and Masonry Building. 
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The Los Angeles Times, leading newspaper 
in the nation in advertising, news and fea- 
ture content for the year 1955, continues in 
. the Number One position in 1956. During 
the first six months of this year, The Times 
published 32,852,100 lines of advertising — 
the greatest advertising volume in its 
75-year history—a gain of 4,394,143 lines 
over the same period of a year ago. 


In its own field—Los Angeles—Times 
leadership extends into every major classifi- 
cation. The Times is by far and away the 
preferred medium in Display, General, 
Retail, Department Store, Automotive and 
Classified advertising. 


Gur [hth Year 


LOS ANGELES 


NATIONALLY REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA, SAN FRANCISCO 


Significantly, in two classifications in which 
immediate advertising results are easily 
measured—Department Store and Classi- 
fied advertising—The Times during the first 
six months of 1956 published more adver- 
tising than all other Los Angeles metropoli- 
tan newspapers combined. 


Leadership is based on results; and in the 
case of The Times in Los Angeles, results 
are based on several factors: the largest 
daily, Sunday and home delivered circula- 
tion in Southern California and the confi- 
dence and respect of readers based on 
seventy-five years of service to the West's 
largest and fastest-growing community. 
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Newspaper Needles 
Post Office; Store 
Makes (Pen) Point 


OKLAHOMA CrtTy, Aug. 28—H. 
Dorsey Douglas, a local pen and 
office supply store, couldn’t resist 
the temptation when a local news- 
paper good naturedly ribbed the 
post office about its hallowed in- 
stitution of providing the public 
with scratchy dip pens. 

The Oklahoma City Times pub- 
lished a copy of a letter from one 
of its reporters, Leonard Jackson, 
addressed to “Dear Boss,” report- 
ing that no new ball point pens 
were as yet in use at the post of- 
fice. The letter obviously was 
written with what the letter called 
a “scratchy old ink dipper that 
they must have had when the pony 
exptess carried the mail . . . or 
maybe it was when those folks 
signed the Declaration of Inde- 
pendence.” 

The letter ran without editorial 
comment, but there was reaction 
a few days later from the H. Dor- 
sey Douglas store. The store’s 
agency, Erwin, Wasey & Co., Ok- 
lahoma City, had spotted the letter 
and suggested that the store write 
its own letter in answer and place 
it in the Times as an ad following 
up the pen news. 


® “Dear Public:” the ad, written 
in neat script, read. “We certainly 
sympathize with those of you who, 
like Times reporter Leonard Jack- 
son, have occasion to use those 
‘scratchy old ink dippers’ at the 


Authentic, basic 
information on 
every major trade 
and industry! 


Once you see IM’s Annual 
Market Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting basic facts about the 
major trades and industries 
in the U.S. and Canada. It's 
all there — authentic, com- 
pletely indexed. 

Yours as part of a year’s trial 
of the IM service. Includes 
monthly copy of IM plus 
annual 556-page MD&DN— 
only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. lilinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


of Independence. 


dependence from this nuisance. . . 


ball point pen that. . .” 
D-F-S Names Four to Staff 


be they have been around since|/ formerly regional 
those folks signed the Declaration| Donnelly Advertising Corp., has | named tv art director. 
But you can| joined the agency as manager of 

make your own declaration of in-|the outdoor department. North Motorola Signs Graham 
Clarey, formerly an account execu- | 

quickly, easily and permanently.|tive with Foote, Cone & Belding, | signed ex-Cleveland Browns quar- 
Simply visit our air-conditioned| has joined D-S-F as account ex-|terback Otto Graham for a series 
store for a new Parker Jotter, the| ecutive on the McKesson & Rob- ‘of personal appearance endorse- 
bins account. Michael de Vivo, art| ments of Motorola’s radio and tv 
director with J. Walter Thompson |lines this fall. The appearances 
Co. for the past 14 years, has| will be in about 15 cities where 
Dancer-Fitzgerald-Sample, New | joined D-S-F in a similar capacity,/the Browns play. (Mr. Graham 


manager 


Motorola _Inc., 


Chicago, 


has 


Advertising Age, September 3, 1956 


post office, or anywhere else. May-; members. Gerald V. McDermott, |tv art director for Vicks products ;this fall—not for Motorola). Re- 
of |at Morse International, has been | tail tie-in promotion will include 


Otto Graham-autographed minia- 
ture football premiums, a 32-page 
“Otto Graham Football Guide” and 
“Otto Graham specials” merchan- 
dising. 


Bennett to Jackson, Haerr 
Charles A. Bennett Co., Peoria, 
Ill., book publisher, has appointed 
Jackson, Haerr, Peterson & Hall, 
Peoria, to handle its advertising 


York, has appointed four new staff|and William N. Tollis, previously | will be co-announcing the games| and sales promotion. 


HIRING TIPS YOU CAN USE... Three personnel 
experts, Ray Davies, Marshall J. Diebold, and Poul L. 
Moore tell you how to find good workers, how to hire 
them, how to keep them. An article of vital valve to 


WHAT FUTURE EXECUTIVES MUST KNOW ... To- 
morrow's managers will have their hands full. In this 
article, starting on page 34 of August Nation's Busi- 
ness, is the story of how University of Virginia's new 
Graduate School of Business (Charles C. Abbott, 


businessmen in today's starved labor and itive 
market. Read it, starting on page 48 in August 
Nation's Business. 


Dean) is preparing them. An article of vital interest to 
Nation's Business’ big audience of business owners. 


action In. 


279 business firms request 4285 reprints 


of ‘9 ways to measure your managers’”’ from 


Y 


Mt 


(el Ba 


. Le . 


HOW TO GET FACTS YOU NEED ... A 5-page ar- 
ticle detailing eight guides for management action. 
Includes inside information on how Du Pont handles the 
problem, how United Air Lines has set up a dynamic 
reporting system with the aid of electronic machines. 
Article begins on page 78, August Nation's Business. 
Don't miss it. 
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Advertising Age, September 3, 1956 


Independent N. Y. 
TV Stations Set 
Heavy Film Lineups 


New York, Aug. 29—WOR-TV 
not only expects its viewers to 
look at their favorite programs on 
other stations, the station plans 
much of its schedule with this in 
mind. 

This fall, the independent sta- 
tion, which devotes most of its 


programming day to feature films, 
will carry even more “horizontal” 
and “vertical” programming. The 
former type is represented by the 
“Million Dollar Movie” schedule, 
according to which the same movie 
plays each night for a week or so; 
the latter calls for a repeat of the 
same feature several times in the 
same day. Both programming 
types, as Gordon Gray, vp and 
general manager of WOR-TV, ex- 
plains, are designed to give view- 
ers a chance to watch the station’s 


films—and see their ¢ \ shows 
on other stations too. 

Out of 117% hours « ' gram- 
ming scheduled per 761% 
hours will be feature n . Most 


of them will be RKO ictions, 
but other films, includ me by 
David O. Selznick, a ‘ill be 
shown. 

Some of the new fal’ . shows 
will be introduced wit e com- 
mentary. Constance I: cit will 
serve as hostess fora“\ ie Clas- 


sics” series; Ruth Wh: will in- 


troduce the “Six O’Clock Movie.” 


® Film also is the staple in the 
television diet offered by WPIX, 
another New York independent. 
However, in this case the accent is 
on half-hour syndicated shows. 
WPIX, the Daily News’ station, 
will add 14 new syndicated series 
to its schedule this fall for a total 
of 60.such shows. Some of the pro- 
grams are coming in with national 
sponsors who have bought the 
films for several markets through- 


Guides to executive appraisals 


1. Be analytical 

2. Get two or more opinions 

3. Consider long-range contribution 
4. Beware of pat formulas 


5. Watch for booby traps in numerical scoring 
6. Integrate rating results from different departments 
7. Have a plan for recognizing accomplishment 


"9 WAYS TO MEASURE YOUR MANAGERS" 


The July Nation’s Business presented these 
guides for executives: (1) be analytical; (2) 
get two or more opinions; (3) consider long- 
range contribution; (4) beware of pat for- 
mulas; (5) watch out for booby traps in nu- 
merical scoring; (6) integrate rating results 
from different departments on a “bench 
mark” basis; (7) have a clear-cut plan for 
recognizing accomplishment; (8) discuss 
appraisal with man being rated; (9) don’t 
look for easy answers. 

Requests for reprints at 5c each (not free) 
began pouring in within days of issue date. 
Within three weeks, 279 business leaders had 
ordered a total of 4285 reprints, and the end 
is not in sight. Requests came from such out- 
standing companies as Aetna Life Insurance 
Co., Bay State Milling Co., Burroughs Manu- 
facturing Co., Douglas Aircraft Co., Inc., 
Ethyl Corporation, General Electric Co., 
Liberty Mutual Insurance Co., Standard Oil 
Co., Inc. of N.J. and many others equally 
well known. Almost every major industry 
in the country was represented among those 
who purchased reprints. 


8. Discuss appraisal with man being rated 
9. Don't look for easy answers 


Nation’s Business 


This kind of helpful, wanted editorial fare 
is typical of every issue of Nation’s Business. 
Every month thousands of our subscribers 
order and pay for thousands of reprints of 
Nation’s Business articles. Last year 3303 
businessmen bought a total of 680,447 re- 
prints! This year we expect to exceed those 
figures by a wide margin. 

It is editorial usefulness that makes Na- 
tion’s Business so well read and so highly 
respected, even to the advertising pages—as 
many a long-time Nation’s Business adver- 
tiser can tell you. 

Of the 775,000 Nation’s Business sub- 
scribers, a whopping 550,000 are the men 
who actually own American business. They 
are owners, partners and presidents of manu- 
facturing firms, banks, retail and wholesale 
establishments. Nationwide, they encompass 
every type of business. Their geographic dis- 
tribution is sure to fit your market, for Na- 
tion’s Business circulation parallels popula- 
tion—with more than 250,000 copies going 
to cities of 50,000 population or over and 
more than 500,000 to cities and towns under 
50,000. 

And because Nation’s Business advertisers 


get results, our total advertising for the first 
six months of this year was up 23%. 


Reprints of “9 ways to measure your man- 
agers” are available on request. 


Nations Busine | 


775,000 PAID CIRCULATION 
Including 75,000 executives of busi- 
ness members of the National Chamber 
of Commerce and 700,000 other leaders 
of the American business community 
who paid for their personal sub- 
scriptions. 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, N.Y. 


WASHINGTON «CHICAGO « PHILADELPHIA « DETROIT 
CLEVELAND « LOS ANGELES + SAN FRANCISCO 
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out the country. 

Newcomers of WPIX for the 
1956-57 season include: “Popeye,” 
“Brave Eagle,” “Foreign Legion- 
naire,” “Rosemary Clooney Show,” 
“Mr. District Attorney,” “Dr. 
Hudson's Secret Journal,” “Dr. 
Christian,’ “Crunch and Des,” 
“Halls of Ivy,” “Captain Midnight” 
and “Four-Star Playhouse” re- 
runs. 

The featured live -atiraction at 
this station will, be a repeater— 
top sports events from Madison 
Square Garden. 


McDade Named Cody Ad Head 
John H. McDade has _ been 
named director of advertising and 
merchandising of Cody Distribut- 
ing Co., Boston, eastern Massachu- 
setts distributor of Ballantine ale 
and beer. Mr. McDade has been 
with the company since October, 
1934, and has held various posi- 
tions including sales promotion 
manager, service manager, and 
secretary to Elliot J. Cody, presi- 
dent of the company. 


Commanding a combined. “king- 
size” empire of 194.080 sets! It's 
all vours with one economnical 
purchase — the K-DUB Stations 


“Treasure Island” combination. 


Stations 


KDUB-TV 


LUBBOCK, TEXAS 
KPAR-TY 


ABILENE -SWEETWATER TEXAS 
KBUB-AM 
LUBBOCK, TEXAS 


President ond Gen Mer., W. D. “DUB” ROGERS 
Metiowel Seles Mer. E. A “Gurr” Hanett 
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“If you were looking for a medium 
costs a little over *10,000—each— 


Ford’s Continental 
Eyes Lush Markets 


By George W. Parker 
DETROIT 


If you were looking for a 
medium to advertise a product 
which cost a little over $10,000 
— each — where would you 
look? 

The looker is the Continental 
Division of the Ford Motor Co. 
The product is the super-duper 
Continental Mark II, which 
made its debut in October of 
last year. 

Newspapers had a $300,000 
share in the announcement 
splurge. Since that time they 
have received about 11% of 
the Continental advertising 
budget, spent in nearly 100 
newspapers, mostly at auto 
show time. 


W S J Series 


In May, however, Continen- 
tal began a series of ads in the 
Wall Street Journal which runs 
into June. 

The Continental advertising 
campaign via Young & Rubi- 
cam, Inc. concentrates on 
magazines and the Journal, 
which definitely go to the “high 
upper crust.” Even the mass 
media weeklies, which shared 
in the announcements, are not 
getting so much attention from 
the agency. 

Allan Wilson, in charge of 
advertising for Continental 
Division, explained this week 
why Continental had to be so 
exclusive, advertising-wide, in 
selling the exclusiveness of its 
hand-made beauty. 

“Continental is trying — and 
is succeeding, we think — to 
build a reputation for exclu- 
siveness but not snobbishness. 
In merchandising our product 
we have to face the fact that 
a person spending $10,000 for 
a car, must have an annual in- 
come of around $50,000. (Take- 
home on this is $28,000, he 
said.) 

We have heard of some 
hard-working car lover paying 
$5,000 down and nearly $400 
a month on the balance, but 
that kind of buying is not 
general. 

“When you go looking for 
someone to spend $10,000 on a 
car you can’t scatter your shot 
by using the mass_ media. 
Why? Because surveys show 
us that there are only around 
300,000 persons in the U. S. 
who qualify in the $50,000-a- 
year-or-over class. 

“Accordingly, we have to put 


our budget into magazines 
which go to this high-income 
group. The Wall Street Jour- 
nal, because it goes to the fin- 
anciers, industrialists and busi- 
ness men who earn that kind 
of money, was chosen for our 
six-week series of three quar- 
ter page ads.” 


Statistics 


Mr. Wilson came up with 
some general statistics on big- 
money people. Continental’s 
surveys found that there are 
15,977 individuals in the U. S. 
with a net worth of a million 
bucks or more. 

Some 51,000 boast a net 
worth in excess of $500,000; 
106,978 have $250,000 or more 
and 254,464 are worth more 
than $100,000. 

Armed with these statistics, 
some 652 Continental dealers 
(they are sold by Lincoln-Mer- 
cury dealers) have sold more 
than 2,500 since the introduc- 
tion in October. William Clay 
Ford, Ford vice-president and 
head of the Continental Divi- 
sion has forecast that 4,000 
will have been sold by the time 
the 1956 books are closed out. 


°56 Sales Goal 


In other words, about 
$25,000,000 worth have been 
sold and $40,000,000 will have 
been sold at the end of the 
year. 

Mr. Wilson said, “In spending 
$25 million for the Continental 
plant and tooling for the car, 
the company was not seeking 
immediate profit, but the pres- 
tige of producing the finest car 
made. We feel that the prestige 
of the Continental extends all 
the way down through the Ford 
family of cars.” 

“We have found that many 
people who look longingly at 
the low-lined beauty of the 
Continental, buy the Lincolns 
and Mercurys and Thunderbirds 
because they believe a compeny 
that makes such a fine, expen- 
sive car also puts fine work into 
its other lines.” 

Some Publishers Buy 

“Most of our sales are to 
business men,” Mr. Wilson 
said. “About three percent are 
to publishers (no breakdown 
on what kind). Some to screen 
stars, of course.” 


—By courtesy of Editor & Publisher 


Makers of the famous 
Continental Mark II, 

Ford Motor Company had to find 
the answer to this very question. 
They looked hard. 

In a recent issue, Editor & Publisher 
magazine carried an interview 
(story at left) 

with the advertising director 

for Ford’s Continental. 

It tells you how and why 

The Wall Street Journal 

was singled out to play 


such a dominant role. 
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to advertise a product which | 


| where would you look?” 


...Here’s a MARKET that’s really SUPER! 


published at: 
EASTERN EDITION 


44 Broad St. 


+ 


Whether your product sells for thousands, or by the 
thousands, The Journal can launch and sustain your sales 
effort with tremendous results. Every working day, the men 
who keep getting ahead in business shop the pages of The 
Wall Street Journal for personal and business buying sug- 
- gestions. And you can reckon your potential volume even 
beyond The Journal’s own dynamic, class-in-mass circula- 
tion of 413,576 subscribers of extraordinary buying means. 
For, as many an advertiser can tell you: what The Wall Street 
Journal reader learns to favor, others will yearn to possess. 


You can have a free book that tells you all about this prized market 
and the unusual medium that covers it so outstandingly. We call 
the book, “The Index to Buying Power.” It may help you discover 
a new continent of sales opportunities. Just ask any Wall Street 
Journal advertising sales office for a copy. 


MIDWEST EDITION SOUTHWEST EDITION PACIFIC COAST EDITION 
NEW YORK and WASHINGTON, D. C. CHICAGO DALLAS SAN FRANCISCO 


1015-14th St., N. W. 711 W. Monroe St. 911 Young St. 415 Bush St. 
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‘Financial Post’ 
Defends Activity 
of Admen Abroad 


Ottawa, Ont., Aug. 28—The 
Financial Post, “Canada’s national 
' weekly of business, investment 
A show that outrates TV fare like Dis- 7 | rca ye woh ie a od 

p- 
neyland, Red Skelton, Jack Benny, ii port to advertising agencies work- 
Jackie Gleason, George Gobel, obviously . in = ing in “foreign” lands: 
is the show to sponsor. Ziv’s CISCO KID The editorial, titled “Mass Buy- 
does it! *April ’56 Telepulse report for ers Aren't Mass Men,” pooh- 
Buffalo is proof! poohs expressed fears that western 

hemisphere salesmen will “North 


. : Americanize” the distribution sys- 
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Of increased sales and profits in the Prosperous Piedmont section of 
North Carolina and Virginia with WFMY-TV. No matter how you look at 
it — there’s no station or group of stations that gives complete coverage 
of this fabulous market as does WFMY-TV 
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Represented by 
Harrington, Righter & Parsons, Inc. 
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foreign billings, and this is caus- 
ing raised eyebrows in some quar- 
ters. Fear is being expressed that 
western hemisphere salesmen will 
North Americanize the distribution 
systems of the world, and ‘debase’ 
the masses. 

“This prospect fails to chill us. 
If there’s one thing that can stand 
North Americanizing, it’s the dis- 
tribution system in (for example) 
Asia and the Middle East, where 
prices of imported goods are pyra- 
mided at every turn by middle- 
men concerned only with a luxury 
market. Even some of the great 
world capitals, where consumers 
have to trot from specialty shop to 
specialty shop for the daily gro- 
ceries, could stand a bit of change 
to turn marketing from an all-day 
job to a half-hour affair. 

“As to ‘debasing’ the masses, if 
it’s ‘debasing’ a man to show him 
what he can buy if he works a lit- 
tle harder, we'd better pencil a 
correction into our dictionary. It’s 
possible that the men in the grey 
flannel suits may, in the course of 
time, help to create, in other coun- 
tries, the kind of mass market we 
have on this continent. 

“Creating a mass market doesn’t 
create a mass man—that vague, 
formless creature who is supposed 
to be so low-brow and so conform- 
ist. The mass man existed centur- 
ies before the Assn. of Canadian 
Advertisers. He was known as a 
peasant, or a serf, or a varlet, and 
nobody cared enough about him to 
try to sell him anything or to give 
him a chance to earn enough to do 
any ‘discriminatory spending.’ 

“The conformity of yesterday’s 
mass man was genuine. The con- 
formity of today’s mass man is 
largely synthetic.” 


‘Look,’ ‘Maclean's’ Figures 
Transposed in Some Copies 

In the table of magazines sched- 
uling advertising rate increases in 
1957 (AA, Aug. 27), figures of 


| Look and Maclean’s were trans- 


posed in some copies of ADVERTIS- 
1nG AGE because of a printer’s er- 
ror. The correct figures for Look, 
effective in January, are bew page 
rate: from $15,065 to $16,570, an 
increase of 10%; four-color rate, 
from $22,640 to $24,905, an in- 
crease of 10%; circulation guar- 
antee, from 4,000,000 to 4,200,000, 
an increase of 5%. Figures for 
Maclean’s, effective in March, are 
b&w rate: from $3,045 to $3,350, 
an increase of 10%; four-color 
rate: from $4,325 to $4,760, an 
increase of 10.1%; circulation 
guarantee: from 510,000 to 565,- 
000, an increase of 10.8%. 


KEAR Owners Ask Election 

Preferred stovkholders of Bay 
Radio Inc., operator of KEAR, 
San Francisco, have petitioned su- 
perior court to intervene in a feud 
in which two boards of directors 
claim to be legal operators of the 
corporation. The stockholders, 
Milton Stern Jr., David I. Wendell 
and Walter Chalmers, asked the 
court to order Stephen Cisler and 
the original board to call a special 
election for a new board on Sept. 
12 and for a referee to supervise 
the election. 


Merit Products to Byron Brown 

Merit Products Inc., Culver City, 
Cal., has named Byron H. Brown 
& Staff, Beverly Hills, to handle 
its advertising. The company man- 
ufactures Sand-O-Flex Grind-O- 
Flex abrasive wheels for industrial 
and hobbyist use. Tilds and Cantz 
Advertising formerly handled the 
account. 


Marx Joins Turner Hall 

Stanley Marx, formerly an ac- 
count executive with Schneider- 
Stogel, has been appointed direc- 
tor of advertising and promotion 
of Turner Hall Corp., New York, 
manufacturer of beauty shop 
products. 
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General Sarnoff answers: 


“For many years, I have watched our scientists, researchers and engineers as they 
pioneered and developed the fully-compatible color television system. And 
now, in 1956, their work has been marshalled by our manufacturing and mer- 
chandising experts, who have smashed the color-cost barrier. We have made 


this truly ‘the year that color is here’. 


“In my opinion, one of the most important things these people share is their 
reliance on the technical and business publications they read. By this reading, 
they keep abreast of the latest developments and technological advances in 
their individual fields, and in other related areas. Without it, this latest achieve- 
ment in the linking of science and the arts might not have been possible as early 
as it took place. This inter-change of information helped measurably in bringing 
color television within the reach of nearly every American home.” 


DAVID SARNOFF 
Chairman of the Board 
Radio Corporation of America 
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2,159 key men at RCA 
subscribe to on or more 


McGraw-Hill magazines 


At RCA—and ./l across industry—the people who pioneer 
and the ones who produce are readers of McGraw-Hill 
magazines. A primary reason for this is the editorial 
leadership of cach of the 34 publications bearing the 
McGraw-Hill name on its masthead. 


Each of the 485 full-time editors of the McGraw-Hill team 
is a working member of the field his publication serves. 

He knows where to look to find the information his readers 
need in their specialized fields of interest ... what technical, 
business and general information makes the day-to-day job 

of these readers easier. To provide it, McGraw-Hill editors 
travel widely ... are equally at home in a mine or a mill, in 
front offices and laboratories, behind desks or production lines. 


Because of this intimate knowledge and the editorial 
leadership it builds, more than a million people in 16 specific 
fields subscribe to one or more McGraw-Hill magazines. 
They do so to keep pace with fast-moving events all over 
the world as they affect business and industry. Collectively, 
these readers represent a vast market that controls billions of 


dollars in purchasing power. 


You can make your selling efforts to this market more 
productive by your advertising in McGraw-Hill magazines. 
Advertising here is advertising that works—building up and 
maintaining preference for your products and services before 
and between your salesmen’s calls. It is advertising that reaches 
an alert, responsive and acting audience. 
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Your advertisin 'g Leams with 
your salesmen to make every 


minute produce more for you 


It takes the specialized skills and face-to-face selling by your sales staff calling on business and in- 
dustry to get the orders. Yet these orders are the end result of numerous sales contacts with the 
people who take part in buying decisions. Many of these steps to sales can be taken faster, more 


economically, by Business Publication advertising. 


When you mechanize your selling through the use of Business Publication advertising, you are telling 
all your prospects what your product or service can do for them. You are saving time for your sales- 
men. You relieve them—at pennies per call—of the many preliminary steps that must be taken along 
the way to a firm order. Every minute of their working day thus becomes more productive, because 
they are free to concentrate this valuable time in discussing product applications and in closing sales. 
And you help keep the favorable selling ‘climate’ that leads to future sales as well. 


MeGrawrHill « 


PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N. Y. 


Headquarters for Business Information 
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Maytag Picks PR 
Counsel on Basis 


of Questionnaire 


Newron, Ia., Aug. 29—Maytag) 
Co. has retained a counsel main- | 
ly on the basis of a detailed ques- | 
tionnaire, and company officials | 
are pleased with the way the | 
whole plan worked out. It is be-| 
lieved to be the first time a pr 
counsel has been retained on this | 
basis. 

Several months ago, Maytag) 
sent out questionnaires—similar | 
to those used by companies to hire | 
ad agencies—to a select group of | 
pr organizations (AA, June 25). | 
On the basis of the information | 
received, Maytag was able to nar- | 


Tell and Sell 

| .Y The Fabulous Southwest 
| f a with 

| One Easy Buy 


She £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY . 


A SCRIPPS-HOWARD NEWSPAPER 


FANCY-HATTED COOKS—G. S. Suppiger Co., maker of B Ss catsup 
and other food products, begins its fall selling campc in Sep- EVENING 
tember with a series of 24-sheet postings in seven ma_ areas— 
Chicago, Toledo, Columbus, Cincinnati, Indianapolis, L: ville and 


St. Louis, D*Arcy Advertising Co., St. Louis, is the « cy han- 


dling the Suppiger account. 


row the list of acceptable agencies 
quickly. Only those that were 
deemed qualified by the Maytag 
management team were invited to 
make presentations. 

Philip Lesly Co., Chicago and 
New York, was chosen over three 
other “finalists” which made pre- 
sentations last week. 


North Expands Creative 

Units; Boost 2, Names 7 
North Advertising, Chicago, in 
an expansion of its creative de- 
partments, has appointed two cre- 
ative directors and named seven 
persons to its staff. Mrs. Mary 
Agnes Schroeder, who joined the 
ing Englander'| 
Co. Before join-| 
ing North, Mrs. 
Schroeder was a 
creative director 
of Weiss & Gel- 
ler. Mrs. Alice 
agency several 
months ago as a 
copy specialist, 
has been named 
creative director 
M. A. Schroeder for a group of 
accounts, includ- 
M. Westbrook, with the agency 
since its inception, has been 
named creative director for a 
group of accounts including Toni 
home permanent, Tip-Toni, Ton-. 
ette and Deep Magic facial clean- | 
sing lotion. 
Additions to the copy staff in-| 
clude Bill Ross, formerly with) 
Schwimmer & Scott; Harvey Rubin, 
formerly with Ruthrauff & Ryan; 
Mrs. Florence Gross, previously 
with Tatham-Laird, and Lew Go- | 
lan, formerly with Halle Bros. | 
John Temple, free-lance designer, 
and Joe Kress, formerly with Leo! 
Burnett Co., have joined the art 
staff, and Tom Thomas, formerly | 
with Cartoonists Inc., has been) 
named a radio-tv creative pro-| 
ducer. 


| 
Florida Bill to Control 
Real Estate Ads Passed 


Legislation seeking to control 
and crack down on fraudulent real 
estate advertising has been passed 
by the Florida state legislature. 
The bill, introduced in the legisla- 
ture July 31, was endorsed by 
Gov. LeRoy Collins (AA, Aug. 6). 
The measure calls for five years in 
prison and fines as high as $100,- 
000 for offenders and provides re- 
covery by victims of all payments, 
interest, attorney fees and other 
expenses. 

The legislation covers newspa- 
pers, radio and television, printed 
brochures, and other advertising 
media. The law, concerned mainly 
with out-of-state advertising, re- 
quires developers to submit copies 
of all out-of-state advertising to 
the state real estate commission at 
the time of publication. 


Goodrich Boosts Flora | 

William B. Flora has been named | 
vp of sales of B. F. Goodrich | 
Canada Ltd. Mr. Flora, formerly 
manager of Goodrich store admin- 
istration, fills the vacancy created 
by the death of William E. Ireland. 


AEB PROM 


ee 


—it will give you new ideas about Detroit 


Advertisers and agencymen who have spent 25 minutes viewing this sound- 
slide presentation declare it to be the first new approach to defining the Detroit 
market since the old ABC retail trading zone was established 40 years ago. 


Research experts acclaim the film because it is based on an extensive study which 
applied every conceivable market measure and resulted in a fresh, realistic, 
believable and completely up-to-date concept of the nation’s fourth market. 


There’s sales significance for you, too, here—and an important contribution to 
your marketing plans — because, as you'll discover, this picture of America’s 
Motor Empire is in focus for tomorrow's selling. 


CALL YOUR 
FREE PRESS 
REPRESENTATIVE 

RIGHT AWAY! 


Che Detroit Free Press 


National Representative: Story, Brooks & Finley 
Retail Representative: Kent Hanson, New York 
Southern Resorts Representative: Hai Winter Company, Miami Beach 
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ap aoe + Pet Chee a ee 
Most everyone enjoys America’s new leisure one way or another... 
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Pick the liveliest, best-accessoried group at any fun 
spot, and, more often than not, you've got your eye on 
some of Holiday’s avid readers. For Holiday just naturally 
attracts the leaders of today’s fabulous new leisure 
market. These zestful, well-heeled men and women bed 
there’s nothing like Holiday for ideas that put more 
carbonation into living. Its colorful pages excitingly depict 
a world of delightful places, pleasures, products and 
services. Result: the Holiday Mood —a frame of mind 
uniquely receptive to advertising. If your product offers 
more pleasure or leisure, give it a place in the sun 


with your best prospects...in Holiday. 


More and more advertisers are telling 
their stories to over 850,000 on-the-go 
Holiday families... 44 new advertisers 
of everything from fashions to fine cars 
in the first half of 1956! Linage was 

at an all-time high in the first 

half, is headed for another record year 
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Me Black Gold Stamps 
> Enter Grocery Fray 


in Houston Markets 


Houston, Aug. 29—Latest move 
in the trading stamp war in the , 
Houston area is the introduction — 
by Morris & Sewall, wholesale dis- 
tributors, of trading stamps on the 
labels of its private brand line. 

Super Valu Food Stores, a co- 
'}operative chain, distributes Black 
|| Gold’ trading stamps, sponsored by 
Morris & Sewall. 

This week the Super Valu ran 
full page ads in the Houston 
Chronicle to call attention to the 
introduction of a new product— 
tow Black Gold vegetable shortening. 
“MAIL ORDER—Following a recent| Said the ad: “Now! Super Valu 
| successful test campaign, S. C.|Food Stores are first in the na- 
Johnson & Son will offer its ap- tion to bring you products with 
MICHIGAN plier (for 25¢ and a cap liner) this Black Gold stamps on the label. 

Member of Federated Publications F ines Instructions on the label tell the 

s os fall in color pages in Sunday sup-| housewife to cut along the dotted 

“Furniture Capital REPRESENTED NATIONALLY BY plements, magazines and on tv./jines and paste 30 bonus Black 

of the World > SAW VER-FERGUSON-WALKER COMPANY Needham, Louis & Brorby, Chica-|Goid stamps in her stamp saving 
go, is the agency. book. 


“Our Best Dealers Prefer 
The Sunday Herald" 


- » Says John Carson, Grand Rapids Westinghouse Branch Manager. 


"Year after year The Herald publishes more Westinghouse advertisi 
than any other newspaper in this oft . ++.» because, it's * big, Rome 
type newspaper .. . . loaded with highly-read features offering an excellent 
editorial backdrop for Westinghouse advertising. Further, the fact that we 
have Monday night shopping in Grand Rapids is another important reason 
why The Sunday Herald is especially effective for our dealers advertising. 


“And, we like The Sunday Herald too... b se its istent, steadily- 
increasing circulation (currently in excess of 81,000) is home-delivered to gen- 
ae Pr sp or ee families not only in Grand Rapids 

in egon and in all the other Westinghouse dealer-cities throughout 2 
northwestern Michigan Counties.” ™ 4 ’ 


s The ad was part of the volun- 
tary chain’s weekly grocery ad- 
vertising—a spread printed in 
yellow and black. On the one page 
was the regular weekly listing of 
grocery buys and leaders. Oppo- 
site, but on the same page with 
the Black Gold label story, was an 
ad for Gold Medal flour (5 Ibs. 
for 47¢) with a picture of the 
Gold Medal package printed in 
yellow. 

Trading stamps became a major 
part of the Houston area grocery 
picture in March, when two co- 
operative chains and one major re- 
gional chain (Henke & Pillot, pur- 
chased last year by the Kroger 
Co.) introduced various brands of 
stamps within a few weeks of each 
other. The other major regional 
chain, Weingarten’s, countered 
with low prices and related ads, 
while A&P merely placed a little 
more emphasis on its price ad- 
vertising. 


‘Popular Mechanics’ 
Guarantee Remains 1,250,000 

In reporting new rates for Pop- 
ular Mechanics next year (AA, 
Aug. 27), because of a typograph- 
ical error, the circulation guaran- 
tee was given as 2,250,000. Actual- 
ly, effective with the February 
issue, Popular Mechanics will 
boost its b&w page rate from $2,- 
700 to $3,000, and the guarantee 
Greatest Agriculture! Show in the Best will remain at 1,250,000. 


957 Pennsylvania Farm Show 


Merrisburg - Jon. 14-18, 1957 


—«— 1957 the most 
USEFUL buying and 
ua Selling tool in the 


“PENNSYLVANIA FARMER Tops Them All” = “7 ‘sro mus 


says Ed Hess, Lancaster County, Pennsylvania 


Champion Hampshire ewe and ram at 1956 Pennsylvania Farm Show, from the Green Meadows Farms flock. 


PENNSYLVANIA FARMER gets the nod in every products to market every month gives farmers a 
corner of the Keystone state—by 9 out of 10 farm constant supply of ready cash to buy your goods. 
families! It's regarded as the most complete and 
practical magazine on Pennsylvania agriculture. 
Editorial is confined to those with a profitable 
promise to Pennsylvania farmers . . . features are 
timely and pianned to have local interest. 


PENNSYLVANIA FARMER is a stand-out, too, in 
getting advertising action, in convenience and econ- 
omy. It’s published twice every month, rotogravure 
printed (in full color, too) to save you the cost of 
plates. In the winner’s circle you'll also find THE 

Furthermore, PENNSYLVANIA FARMER enjoys OHIO FARMER and MICHIGAN FARMER, serving 
superiority in one of the country’s steadiest and states with similar farm income patterns. We'll be 
richest farm markets. The great farm income stabil- glad to furnish the facts on all three. Write 1010 
izer is widespread diversification. A vast variety of Rockwell Avenue, Cleveland 14, Ohio. 


@ Much more than a reference book, it's a 
daily sales tool used by 39,000 hardwaremen! 


Clip this ad and write for complete informa- 
ENNSYLVANI a 


HARDWARE RETAILER 
Harrisburg, Pennsylvania 964 North Pennsylvania Street 


THE OHIO FARMER, Cleveland, Ohio MICHIGAN FARMER, East Lansing, Michigan Indianapolis 4, Indiana 
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The hand that rocks the cradle does a hundred other things besides— 
and does them well! Today’s homemaker can discuss her baby’s formula and the 


Middle Eastern situation in the same breath. She can attend to dishes and 
diapers in the morning—and the Community Fund or a local election at night. 


Today’s homemaker is alive to current events, alert to the lessons of history 
and confident of the future’s promise. Alone among contemporary women’s 
service magazines, COMPANION delivers the significant, challenging editorial 
matter that today’s enlightened homemakers demand. Here, 
on the compelling pages of COMPANION, is where your sales can best be stimulated! 


Companion sells your product to the homemaker and the retailer! 


CROWELL-COLLIER FUBLISHING CO, 
640 FIFTH AVE., NEW YORE 18. AY. 
PUBLISHERS OF WOMAN'S HOME .OMPANION, COLLICR'S 
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Burrous Joins Red Cross for the past seven years, has been 


Fred Burrous, an account ex- named director of public informa-| 7 


ecutive and copy chief of Philip S.| tion of the San Francisco chapter, 
Boone & Associates, San Francisco, American Red Cross. 


for advertising 

or any other 

reproductive use, 

need the best 
photoengraving craftsmen 
to capture on metal 

the subtle excellences 

of their work. 


MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, 
AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


AMERICA'S FINEST PHOTOENGRAVING PLANT 
LETTERPRESS 
GRAVURE 


“De eee ae Cae eee eee 
.“f Co 


DREAM MEN—A titian-haired beauty 

asleep in a pink bed introduces a 

new “I dream” theme—this one 

for Adam Hat Manufacturers. The 

October Esquire will carry this 

color page. Emil Mogul Co., New 
York, is the agency. 


Blanchard Nichols Adds 
‘Gourmet’; Boosts Stephens 

Blanchard Nichols Associates, 
western states publishers’ repre- 
sentative, has been named to rep- 
resent Gourmet in the West, Ha- 
waii and in western Canada. The 
company has also moved its San 
Francisco office to new quarters 
in the Crocker Bldg. 

Robert E. Stephens, for nine 
years a sales representative of the 
company, has been named San 


Francisco manager. Robert von der | 


Advertising Age, September 3, 1956 


Newspaper Advertising Linage 
July, 1956 
Media Records Reports for 52 Cities 


July 


1956 1955 


Classification 


(Dept. Stores) 


Financial ......... 4451,630 


July Per Cent 
Change 
Retail (total)* ....108,740,133 107,401,528 +- 1.2 
38,596,740 37,930,862 + 1.8 

24,967,874 +- 8.5 
12,946,733 15,226,270 —15.0 
3,772,300 +23.3 


Janvary-July Per Cent 

1956 1955 Change 
860,994,673 841,949,849 + 2.3 
311,231,916 311,865,964 — 0.2 
238,371,356 216,131,438 +10.3 
105,250,409 106,456,152 — 1.3 
27,810,835 24390449 +140 


Total Display 153,436,484 151,367,972 + 1.4 1,232,418,473 1,189,128,088 + 3.6 


Classified 60,524,818 
Total 


*Includes department stores. 


Lieth, a former member of the 
staff, will rejoin the San Francisco 
office from Hearst Advertising 
Service, Los Angeles. 


AFA Revises Ad Pamphlet 
The Advertising Federation of 
America, New York, has released 
a revised edition of “Some Ques- 
tions and Answers About Adver- 
tising.” The pamphlet, of which 
200,000 copies have been circu- 
lated in the past five years, may 
be obtained from AFA, 250 W. 
57th St. A charge is made for 
quantities in excess of one. 


‘Sheriff’ Adds Sponsors 

Four more advertisers have 
signed to present the “Sheriff of 
Cochise” film series in 29 video 
markets in 11 western states. They 
are White King Soap Co., Arizona 
Brewing Co., Carnation Co. and 
Star Kist Foods, all through Er- 
win, Wasey & Co. This Desilu 
series is being syndicated by Na- 
tional Telefilm Associates. 


lt Takes ALL TWELVE 


to Sell IDAHO 


When you use Idaho's twelve Daily Newspapers for 


your major selling medium, you get 136,035* net paid cir- 
culation among Idaho's 178,900* families. Nearly all of 
this mostly voluntary circulation is UN-duplicated. This is coin- 
centrated in the counties which account for the vast majority 
of Idaho's total retail sales—And when you remember that 


REMEMBER 
THESE FACTS: 


1. Out-of-state dailies do 
not cover Idaho! 


60,911,287 — 0.6 432,077,451 
ccssssnseeceee 13,961,302 212,279,259 +- 0.8 1,664,495,924 1,593,359,626 + 4.5 


404,231,538 + 6.9 


Newspapers’ Auto 
Linage Dips 15% in 


July: Total Steady 


New York, Aug. 28—Autom 
tive display advertising in news- 
papers was off 15% in July, while 
the general classification wag up 
8.5%, according to Media Records’ 
figures. For the first seven mdnths 
of the year, automotive was jag- 
ging some 1,405,000 lines /(off 
1.3%), while general was ead 
22,239,918 lines (a 10.3% jmp). 

The total advertising/ picture 
looked like this: on a year-to-date 
basis, 4.5% ahead of 195 with a 
total of 1,664,495,924 lin®s, as 
against 1,593,359,626; for the month 
of July, a gain of 0.8% with 213,- 
961,302 lines as compared with 
last year’s 212,279,259. 


M. B. Scott Names Mallory 
to Head PR, Syman in N.Y. 

M. B. Scott Inc., Hollywood, has 
formed a public relations, publici- 
ty, promotion and merchandising 
department and has named Charles 
F. Mallory to head the new divi- 
sion. Mr. Mallory for the past two 
years has operated his own agen- 
cy in San Jose and before that 
was vp and general manager of 
KSJO, San Jose. 

Scott also has named Stan Sy- 
man, formerly on the sales staff 
of the New York Journal-Ameri- 
can, to head its New York office. 


WNBF Appoints Winther 

Donn E. Winther has been 
named promotion manager of 
WNBF and WNBF-TV, Bingham- 
ton, N. ¥. He formerly was as- 
sistant promotion manager and 
merchandising representative of 
the stations. 


there’s so much 
te choose from at 


Hotel Cleveland! 


What's your pleasure? Fabulous 
roast beef in Cleveland's first ialty 
restaurant The Rib Room. Dancing 
to a famous orchestra in the smart 
Bronze Room. Relaxing over a drink 
in the stag Men's Bar. You'll find some- 
thing to suit every taste and mood at 
Hotel Cleveland. 

And you're in the very heart of 
town, close to business, shopping 
theaters... directly connected with 
Union inal. 4 


pr) 


Roosevelt 
TEL CORPORATION OF AMERICA 


CARyetane HICAGO STON j 
e Exeeaater Sireraet 
( 


each of these dailies is the dominant sales medium in its own 
prosperous trade center you see once again that these 
twelve Dailies are YOUR Number One advertising buy in Idaho! 


*Circulation as re- 
ported in 1956 Edi- 
tor & Publisher Yeor- 
book; population 
from 1955 Sales 
Management's Sur- 
vey of Buying Pow- 
er. 


2. Each idaho Daily covers 
its own rich market area. 


3. Idaho Dailies are read 
by 7 out of 10 idaho fam- 
ilies! 


™ 


®& Here's “the Dozen that Does it” in Idaho... j 


_, Idaho's Twelve Outstanding Daily Newspapers 
IDAHO FALLS — Post-Register TWIN FALLS — Times-News 
KELLOGG — News WALLACE — North Idaho Press 
LEWISTON — Tribune BLACKFOOT — Bulletin 

MOSCOW — Idahonian BOISE — Statesman Newspapers 
NAMPA — Free Press CALDWELL — News-Tribune 
POCATELLO — Idaho State Journal COEUR d'ALENE — Press 


For further information write 
P. O. Box 1321, Pocatello, Idaho 
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IF YOU ARE A USER ora SUPPLIER : 
YOU SHOULD BELONG To PO 


ee 


: ved te aga 


EMT aa geen 


ee 


Norton B. Jackson, Executive Director 
Point-of-Purchase Advertising Institute, Inc. ‘s 
11 West 42nd Street, New York 36, N.Y. bf 


Please send your booklet M on membership and other information. 
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Cincinnati 


Frederic Folks Joins Stanley | Transportation Supply News and| | Department Store Sales... 


Frederic B. Folks has joined the | Jobber Product News. Mr. Folks | 
7 es 
Sales Climb 8% in Aug. 25 Week 


advertising sales staff of Stanley | formerly was with Baran-Walters | 
Publications, Chicago, publisher of | Advertising Agency, Tulsa. 
WASHINGTON, Aug. 30—Depart-) these districts for the period end- 

ment store sales continued on an|ing Aug. 25 will not be available 
upswing and rose 8% in the week | 
ended Aug. 25 over the similar) 
| week of 1955, the Federal Reserve 
Board reported today. 

For the four weeks ended Aug. 
25, sales were 7% ahead of the 
;same four weeks of 1955, and for 
|the year to date, they were 4% 
ahead. 

All but one of the 12 FRB dis- 
tricts reported gains for the week 
ended Aug. 25. The San Francisco 
district showed a 4% loss. The oth- 
er districts reported gains as fol- 
|lows: Boston, 4%; New York, 7%; 
| Philadelphia, 8%; Cleveland, 11%; 
| Richmond, 1%; Atlanta, 10%; Chi- 
|cago, 14%; St. Louis, 7%; Minnea- 
|polis, 11%; Kansas City, 10%, and 
| Dallas, 6% 
| A detailed breakdown of sales in 


B cs mvs 


Springfield 
Toledo ........ 


Pittsburgh ... een 
Wheeling-Steubenville and 
Richmond District ................ 
Metropolitan Areas 


eRuseaunrauw 


++++ 1) 444+ 
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Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
and versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today's Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of “The Truth About Modern 
Direct Selling'’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


L+ F+4¢+14+14+4+ 


Richmond 

| Atlanta District ..................... 
Metropolitan Areas” 
Birmingham 
Jacksonville ... 


Department Store 
Sales Barometer 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part 
of present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALESMAN, The Maga- 
zine. of modern Direct Selling; 
Room 812-9, 307 N. Michigan 
Ave., Chicago 1, Ill. 


Change from 1955 


= 
FauUr- aw *wone 


Knoxville .. 
Nashville ... 


Li +++++ +4 


Week Ended 


8 
Aug. 25, ’56 mt i 


Jan. 1 to 
Aug. 25, °56 


Milwaukee ; 
St. Louls District ................. ; 
Metropolitan Areas 
FS} er ' 
Louisville ... 


§ + 4% 


until early next week. For the two | 
previous weeks, sales broke down | 
as follows: 


Minneapolis District 
Cities 

Minneapolis 

St. Paul 

Duluth-Superior 
Kansas City District 
Metropolitan Areas 


% Change from "55 

Week Ending 
Federal Reserve Aug. Aug. 
District, Area, and City in 
UNITED STATES was 


er 


amare" 4 


i+{] 
PR eOrenee 


Albuquerque  ..........60 

Oklahoma City . olen 

Tulsa . iaclbies 
Cities 

Joplin 

Kansas City naiansialas 
Dallas District ......................... 
Metropolitan Areas 


Downtown Boston ares 
Suburban Boston .............. 
Cambridge 


[+ 


++ 
wee 


Springfield 
Providence 
New York District 
Metropolitan Areas 
Buffalo ............ oe 
New York-N. E. San Antonio 
. San Francisco District ..... 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los ee a 
Sacramento ............ —_ 


[+ +++14] 
“eeohreuna 


Philadelphia District 
Metropolitan Areas 
_ Se 
Trenton .............. 
Lancaster 
Philadelphia 


San Francisco-Oakland .... 
San Francisco City 
Oakland City 

San Jose ............ 

Portland ............. 


|+++++ 


Scranton salou s 

Wilkes-Barre—Hazleton pe 
Cleveland District 
Metropolitan Areas 


+ 
eouvxncoe eee WONrY 


[tte | +++444 
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+ 


+ 
+ 
+ 
+4 
+5 
—2 
+1 
+3 
+32 
+6 
+2 
+ 
+ 


*—Data not available. 


IT REMINDS ME OF MY BANK ACCOUNT 
AFTER MY ENGAGED DAUGHTER 
GOT THROUGH BUYING THINGS 
SHE SAW IN BRIDE'S MAGAZINE. 


+: "like 2 Hole in the Roof 
. .. if Tacoma is left off the Ad Schedule” 


. + « says Richard H. Miller, Pacific Northwest representative, 
MONSANTO CHEMICAL COMPANY, Consumer Products Division 


of the state, and account for more 
than half the business in the state. 
In the rich Tacoma market, very 
few Seattle newspapers are circu- 


“If an advertiser tried to cover the 
Puget Sound country by using 
Seattle newspapers only, it would 
be like living in a house with a big 


hole in the roof.” 


Mr. Miller continues, “The com- 
bined Seattle and Tacoma markets 
include over half the population 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


5 ca 


the Ri 


lated, so the Tacoma News Tribune 
MUST be included, in order to do 
an adequate selling job in Wash- 
ington State.” 


of Washington State's 


RETAIL 
SALES 


in these two 
important markets 


the 


BRIDES 


maga: zine 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 
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e’ve got to reach evry 


member of the building tam” 
says Bob Wagner, General Sales M: .ager 


Westingho use 


ELEVATOR DIV'SION 


. 


» 


“Getting Westinghouse elevators in an archi- 
tect’s specification is only the first — though 
important — step in closing a sale. You never 
know for sure which member of the building 
team is going to make or break the final deci- 
sion to buy.” ‘ 


“We cannot afford to concentrate our selling 
effort on only one man. At all times we try to 
give every member of the building team — 
architects, engineers, contractors and clients 
— all the information he must have in order 
to make a wise decision.” 


“That's why we run one of our heaviest adver- 
tising schedules in FORUM. Time after time 
we have seen FORUM'’s building team coverage 
work for us in helping to clinch sales.” 


Bob Wagner of Westinghouse is not the only 
sales director who knows that even with an out- 
standing building product sales are the direct 
result of selling the entire building team. It’s 
standard practice with every successful building 
product salesman.* That is why effective build- 
ing product sales require the constant support 
of an advertising campaign in Architectural 
ForuM. More than any other magazine FoRUM 
delivers the highest concentration of building 
team members: not only architects, engineers 
and contractors but also decision-making clients 
who are actively engaged in building new build- 
ings, maintaining and modernizing old buildings. 


*Source: HOW BUILDING PRODUCTS ARE SOLD. Dun and Brad- 
street’s report on a personal interview study made among lead- 
ing building product manufacturers and distributors. Write for 
your copy: Market Research Manager, Architectural FORUM, 
9 Rockefeller Plaza, New York 20, New York. 


architectural 


FORUM 


the magazine of building 
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Magnavox Names Fezell 

George Fezell has been named 
merchandise manager of depart- 
ment store accounts in the televi- 
sion-radio-phonograph division of 
Magnavox Co., Fort Wayne, Ind. 
He formerly was manager of the 
television-radio-appliance depart- 
ment of Joseph Horne Co., Pitts- 
burgh. 


To the man “from Missouri” 


who must be shown... => 

= / 

To reach tonnage Es 
buyers of metals, use 


AMERICAN METAL MARKET 
Daily Newspaper of the Metal Industries 
18 CLIFF ST., NEW YORK 38, N.Y. 


Deems Denies Charge that Women Are 
‘Too Emotional to Make Good Execs’ 


(Continued from Page 2) 
Good Housekeeping’s masthead 
shows that 63 of the 80 persons on 
the editorial staff are women. This 
is true also of many of our other 
magazines. We have a high respect 
for women’s ability—we try to 
pick capable ones and then try not 
to pick on them.” 


= Commenting on some of the 
things that women like and dis- 
like, he said, “Women resent fro- 


take the strain oft 
your printing budget 


Let a Nebraska Farmer Printing Company esti- 
mate, together with some of our samples, prove that 
you CAN cut costs without sacrificing quality. 

We're equipped to handle every job from folders 
to periodicals with complete offset lithography and 
letterpress equipment, operated by skilled crafts- 
men who are proud of their work. We can give you 


creative service, too. 


write or call 


Nebraska Farmer Printing @ 


1420 P Street, Lincoln, Nebr. 


news of medicine. They love to 
see gleaming jars of jelly at coun- 
| try fairs. They appreciate knowing 
‘how to explain the philosophy of 
| the hydrogen bomb to a child who 
| animal in his arms. 
zen foods that are labeled ‘Serves' «Reducing is a perennial prob- 
four’ when they contain only | jem with an extraordinary number 
enough for two normal appetites. | o readers. A good diet plan is 
“They also resent the confusion always sure of high readership. 
and overlapping in the sizes of “Women,” Mr. Deems said, “are 
dresses—the 7 to 14, the 10 to 14,! more aware than ever of the facts 
and the pre-teen, the teen, the/of life, but divorce among the 
misses, the juniors—and their in-| married, and love affairs among 
ability to tell the true size of olives the unmarried are grave emotional 
from the container label. Such | problems in their lives. They know 
terms as ‘large,’ ‘jumbo,’ ‘colossal’|yery well that standards have 
and ‘mammoth’ all mean the same changed, and to what extent. But 
to most women. f most of them don’t like it. They 
Women, on the whole,” Mr./ want to know where their daugh- 
Deems said, “are little interested in | ters are going and with whom, and 
modern art. They prefer romantic | what time they can expect them to 
clinches. They don’t like stories | pe home. 
with sports background. They| «for all that this is the age of 
don’t like mystery serials in | science—possibly because of it,” 
monthly magazines; the publica-| jr Deems said, “women are clos- 
tion interval is too long. They like | er than ever to religion. More of 
dramatic stories and prefer them | them go to church; more of them 
to have happy endings. Nothing is| want their menfolk to go to 
less popular than a story with | church. 
either a tragic or an inconclusive | 
ending. Women want to know what |» “And speaking of babies and the 
happened and no guessing about it.| future of America,” Mr. Deems 
“Once, cover names like Mary | said, “I'd like to give you some of 
Roberts Rinehart, Kathleen Nor-| the reasons why this is the great- 
ris, Faith Baldwin, were good for est period of growth and prosperity 
up to 200,000 extra newsstand jn America. 
sales. Today names in fiction mean | “Our population is increasing at 
practically nothing. | an astounding pace. Total births in 
| 1954 were 4,021,000, the highest 
s “I cannot tell you why,” Mr.| annual figure ever recorded. Not 
Deems said. “I can only tell you | only are more people getting mar- 
that women prefer girls to boys|ried; they’re having more chil- 
on magazine covers. They devour | dren. In '55, births of second chil- 


still goes to bed clasping a stuffed | 
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dren were 105% greater than in 
*40; births of third children were 
125% greater; fourth children 
110% greater, and fifth children 
more than 40% greater. 

“Our people are living longer. 
By 1960, our population of 65 and 
over will number 15,800,000 peo- 
ple. That’s 1,000,000 more than the 
entire population of Canada. To- 
day old people are more active, 
travel more and have more money 
to spend. 

“We have experienced important 
cultural progress,” Mr. Deems said. 
“In 1954, we spent 85% more for 
legitimate theater and opera than 
in 1940. In 25 years, the number 
of our museums has increased 
from 600 to 2,500. 


= “Last year we bought $60,000,- 
000 worth of classical records. The 
| paper edition of Homer’s ‘Odyssey’ 
| sold 500,000 copies. Three times as 
|many concerts are given in the 
| U. S. as in all the rest of the world 
combined. Our attendance at con- 
|certs outdraws our attendance at 
| baseball. In 1955 the ten best sell- 
'ing non-fiction books outsold the 
| ten best-selling fiction books by 
| 1,500,000. 

“I have left one vital statistic 
|for the end,” Mr. Deems conclud- 
led. “Our population today is 167,- 
| 000,000. By 1975, it is expected to 
| be 220,000,000. While I marvel at 
|today’s accomplishments of wom- 
(en, it is magical to think that in 
ithe next 20 years, in addition to 
‘all else, they will have produced 
| some 50,000,000 babies. It must be 
/true: ‘When you want something 
| done, tell a busy woman.’ ” 


COPLEY 
“HOMETOWN” 
NEWSPAPERS 


SELL 


GREATER 
LOS ANGELES 


... where two-thirds of the retail sales are made 


... where twenty-five percent of the people in 
Los Angeles County live—and buy 


... where COPLEY “Hometown” NEWSPAPERS offer advertisers: 


%*% 93% saturation coverage 

% intensive readership 

% association with high-interest local news 

% association with local dealer advertising 

% strong local merchandising support 

ye MORE SALES PER ADVERTISING DOLLAR. 


COPLEY 


Se 


EWSPAPERS 


yp SUT 


GLENDALE NEWS-POST 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 
CULVER CITY STAR-NEWS 


MONROVIA NEWS-POST 

REDONDO BEACH-SOUTH BAY DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING-VANGUARD 


15 “Hometown” Newspapers Covering the "Hometown" Markets 
of Greater Los Angeles — Northern Illinois — Springfield, illinois 


— and San Diego, California ...all the 


Local News plus the 


COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST - HOLLIDAY CO., INC. 
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Now... The 
Philadelphia Bulletin 
R.O.P. Full Color 


Seven Days a Week 


Starting September 10, The Bulletin gives advertisers in Phila- 
delphia the added impact of R.O.P. spot and full color—both 
Evening and Sunday. 


With the newest and most modern facilities for the effective 
printing of color, The Evening Bulletin now joins The Sunday 
Bulletin to provide complete color service seven days a week. 


This is made possible by the new equipment in the new Bulletin 
plant. This includes the two longest lines of newspaper presses 
in the world which can print color. 


The Bulletin delivers more copies to more people every 


seven days in Greater Philadelphia than any other newspaper 


Adding R.O.P. color to the pulling power of The Evening and 
Sunday Bulletin gives advertisers a great new combination for 
producing sales in Greater Philadelphia. 


Philadelphians like The Bulletin. They buy it, read it, trust it 
and respond to the advertising in it. The Bulletin is Phila- 
delphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Sts. * New York, 342 Madison 
Avenue °* Chicago, 520 N. Michigan Avenue * Representatives: Sawyer 
Ferguson Walker Company in Detroit + Atlanta * Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Say ‘Spread,’ Not 
‘Middle Man,’ Food 
Consultant Suggests 


Paciric Grove, Cat., Aug. 28— 
Another attempt has been made to 
popularize the middle man’s role 
in distribution—and in fact to get 
rid of the word “middle man” al- 
together. 

Frank M. Atchley, agriculture 
consultant of Grocery Manufactur- 
ers of America, made the effort at 
a meeting of the American Farm 
Economic Assn. Said Mr. Atchley: 
“The term ‘middle man’ is as out 
of date as a span of mules on a 
modern Corn Belt farm. Let’s bury 
the term once and for all.” 

Noting that the term may once 
have been partly appropriate, the 
grocery aide said, “Today it is dif- 
ferent. Today we have professional 
management in food businesses— 
fully conscious of the needs to 
serve well not only their stock- 
holders, but the farmers who sup- 
ply the raw products, their em- 
ployes and their consumer and 
distributor customers.” 


= Mr. Atchley had another term 
instead. It was “spread”—the dif- 
ference between retail food prices 
and the prices of raw farm prod- 
ucts. “Spread,” he declared, is a 
“positive, value-adding, market- 
creating force” which has come in- 
to being because there are valua- 
ble services to be performed 
between farm and table. 

Without it, he said, “the food 
business would consist of local 
farmers selling direct to local con- 
sumers.” He _ estimated that 
“spread” provides employment di- 
rectly to at least 5,000,000 workers 
in the food and food transporta- 
tion industries and indirectly to! 
several million more in supplier 
industries. 


Introduces ‘Ice Milk’ 

Breyer Ice Cream Co., Phila- 
‘delphia, is introducing its newest 
product, a frozen ice milk, in 
Pennsylvania, Virginia, the District 
of Columbia and part of West 
Virginia. Newspapers and radio 
are carrying the ice milk story 
(low in butterfat, yet tasty and 
refreshing) to key cities and towns 
via 74 newspapers and 16 radio 
stations. The scheduled will be 
expanded as distribution is ex- 
panded. The new product is being 
sold only in % gal. containers and 
retails for 99¢. Lewis & Gilman, 
Philadelphia, is the agency. 


Formfit Tailors Fall Plans 
Formfit Co. plans to use 255 
newspapers in the U.S. and Canada 
and 21 national magazines during 
its fall ad campaign. Formfit will 
continue to feature its “Daytime, 
Playtime, Gaytime” theme in the 
campaign. The foundation manu- 
facturer will also make available 
cooperative ads and point of pur- 
chase material. MacFarland, Ave- 
yard & Co., Chicago, is the agency. 


Test and 
know the 
Pittsburgh 
market “e: 


Panel of 2,000 
Pittsburgh families available for: 
@ Promotion Penetration Studies 
¢ Blind Product Tests 
© Opinion Surveys 
Market Survey Bureau 


ERNEST E. ENGEL, DinecTor 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


Plant Show to Cleveland 

After a four-year interval, the 
Plant Maintenance & Engineering 
Show will return to Cleveland, ac- 
cording to Clapp & Poliak, New 
York, the exposition management. 
The show, the eighth in an annual 
series, will be the largest in its 
history with the number of ex- 
hibitors expected to pass the 400 
mark. The show will occupy all 
the available space in Cleveland’s 
Public Auditorium; 95% of the 
exhibit space has already been 
assigned. Dates are Jan. 28 to 31, 
1957. 


PRSA Lists PR Films 

An annotated listing of motion 
pictures and film strips of interest 
to practitioners, educators and 
others concerned with the field of 
public relations, has been pub- 
lished by the Public Relations 
Society of America. The booklet, 
“Selected Guide to Films on Public 
Relations Practice,” is available for 
50¢ from PRSA, 2 W. 46th St., New 
York. 


Business Paper Success Story ... 


Pinpointed Ads Help Hulburt Compete 
with Oil Giants in Specialized Field 


PHILADELPHIA, Aug. 28—The 
Hulburt Oil & Grease Co., maker 
of quality lubricants for use in 
the coal mining industry, has long 
competed successfully with the big 
oil companies in its specialized 
field, through the use of concen- 
trated and consistent advertising. 


® Much of the growth success of 
the company is attributed to its 
concentrated advertising cam- 
paigns in Coal Age. Hulburt has 
used the publication for 38 years, 
with more than 80% of advertis- 
ing funds going into this medium. 

Hulburt has wo advertising agen- 
cy. All advertising is prepared and 
placed by Dave Michael, general 
manager, and his assistants. Mr. 
Michael’s father, John M., who is 


in semi-retirement, created the ad- 
vertising for many years while he 
served as general manager. 


= “We have simply applied the 
same technique to our advertising 
that we use in selling,” Mr. Mi- 
chael said. “We direct it at the 
people we want to sell. 

“As you know, we selected Coal 
Age many years ago because we 
felt it offered us the best oppor- 
tunity to tell the men who are in- 
terested in coal mining lubricants 
about the superior qualities of our 
product. And we have been telling 
it to them ever since.” 

Years ago, the coal industry 
needed a lubricant which could 
stand up to high temperatures as 
well as to the contact with water 


Advertising Age, September 3, 1956 


sprayed on the cutting machines 
and other equipment. 

Hulburt came up with a high 
stability grease made by the “open 
fire” method, whose slow flow and 
resistance both to heat and mois- 
ture were its special advantages 
over other types. 


= Mr. Michael pointed out that 
the advertising and the selling has 
been directed to operating officials 
down in the mine rather than to 
purchasing agents alone. 

Salesmen talk to the coal miners 
themselves, both for the purpose of 
securing information about lubri- 
cating problems and of getting the 
idea across that Hulburt products 
will do the job. 

Typical of Hulburt ads is a re- 
cent spread which showed a race 
horse in full tilt under the head- 
ing, “Even the fastest jockey can’t 
beat friction.” The copy under the 
picture of the racer ran: 

“It took each Giant four days to 
earn $11,148 per man in the 1954 
|series. But Eddie Arcaro, famous 
|jockey, collected $11,216 for two 
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American Institute of 
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RIFLE APPROACH—Hulburt Oil & Grease Co. has allotted more than 

80% of its advertising to one publication—Coal Age. This color 

spread, drawing an object lesson from Eddie Arcaro, appeared in 
that publication in September, ’55. 


races at Belmont Park, working a, day.” 


total time of 3% minutes, in one Under the picture of a Hulburt 


drum and the he: . “Hulburt 
quality lubricants,’ story was 
completed in this v 

“Jockeys earn money by 
working fast for a : ninutes ... 
but friction costs b * money by 
slowing down an opping the 
work of mining m: es. 

“You can’t whi} ‘jockey’ a 
friction-bound mac into prof- 
itable production. ‘ve got to 
use the right kin lubricants 

. meaning Hult quality lu- 
bricants ... for f going under 


the handicap of tot mining con- 
ditions. Odds are it the most 


efficient mining’ cecrators you 
know are confirme ilburt users. 
Wanna bet?” 


During the past’ . years, Hul- 
burt, in cooperatio ith DuPont, 
has developed its i rganic Ester- 
sil grease, which .< no melting 
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point, is unaffected ~ boiling wa-| THEY DON’T WORK—You can come “as close as makes no difference” 6 
ter and remains s\-5le under all| to perpetual motion with Hulburt lubricants, says this bleed spread 4 
conditions of abu inherent in| for Hulburt Oil & Grease Co. in its campaign to coal mine opera- 


mining operations. ‘lulburt offi- 
cials said the produc: has met with 


tors. The ad appeared in Coal Age for November, ’55. 


unusual success in ‘he mining in-| C. Hulburt & Co., an oil-jobbing|was purchased by the Emmons 


dustry. business, was founded in 1861. It 


the back door 


front door is open 


—  Remember...engineers.are educated to specify and buy! 


Sell the 170,000 executive- 


engineers who specify 
the equipment and materials 


purchased by industry 

Only Engineering Society 
publications take your product 
story directly to 170,000 executive- 
engineers in charge of design, 
production and operation in 
industry. Because they are educated 
for this responsibility, they hold key 
positions in making the decisions 
that control the type and kind of 
equipment, materials and services 
purchased by their company. 
Written by and authoritatively 


eeoeeeececeeoecesoeoeoseceoseeosrereeeeeeeeeeeecs edited exclusively for engineers 


in specific fields, these publications are 
circulated to accredited engineers. 
When they are exposed here, your 
product facts enter your best 
markets by way of the front door 
... and are registered with the men 
you must influence before you 
make a sale. 

No other publication, or group 

of publications, can deliver this 
audience...at such low cost. That’s 
why your advertising dollars work 
hardest when you invest them in 
Engineering Society publications. 
Proof? Call any of the publications 
listed below. 


7,000 11,000 @ 


MIN 


Published by the Published by the 
American Institute of American Institute of 


Mining and Metal- 
lurgical Engineers 


ae eae 


MECH NIGAM 
ENGINEERING 


Published by The 
American 


brothers in 1919, and since that 

time the company has concentrated 

on the coal-mining field. he 
Mr. Michael estimated the sales ; 

this year would hit the $4,000,000 t 

mark. In addition to Coal Age, ; 

Hulburt also uses Mechanization. 


NBC-TV Sells ’Steve Allen’ 
Segments Vacated by Crosley ‘ 

NBC-TV, New York, is selling ; 
the available “Steve Alien Show” 
segments on a piecemeal basis. One 
third of the show opened up when 
Crosley and Bendix divisions of 
Avco Mfg. Corp. (Compton Ad- 
vertising) decided not to renew. 
Polaroid Corp. (Doyle Dane Bern- 
bach Inc.) has bought one-third 
sponsorship of five of the telecasts, 
and Maybelline Co. (Gordon Best 
& Co.) signed for two. One third 
of seven shows in the current cal- 
endar year is still available. 

Andrew Jergens Co. (Robert W. 
Orr & Associates) and Brown & 
Williamson Tobacco Co. (Ted 
Bates & Co.) have picked up Mr. 
Allen’s option through Sept. 29, My 
1957. Each company presents a : 
third of the Sunday night pro- Se 
gram. 


Higgons Named A. E. 

Robert H. Higgons, formerly 
with Biow Co., has joined Ogilvy, 
Benson & Mather, New York, as an 
account executive. 


Nevada’s 1955 retail sales regis- 
tered a whopping 86.5 per cent 
jump over 1948, a rate twice the 
nation’s 43.8 per cent gain and 
one equalled by only one other 
state in the 48. Small wonder 
with Las Vegas (Clark County) 
skyrocketing ahead i745 per 
cent over 1943 and Reno (Wa- Et 
shoe County) tallying a robust = 
52.6 per cent gain. Mighty handy Z 
to sell in, too, with 73.6 per.cent 
of the state’s sales packed into 
just these t metropolitan 
areas. For detuiled marketing 
and statistical analysis, phone 
your nearest Western Dailies or 
John W. Pearson Co. office, or 
write one of these basic Nevada 
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Orders May Top $1,000,000 Mark at Houston 
Gift Show: Southwest Competition Stiffens 


Houston, Aug. 28—The South- 
west market is being fought for 
harder this year, a spot check of 
the annual gift and housewares 
show indicated last week. 

The show annually draws sev- 
eral thousand druggists, hardware 
store operators and gift shop own- 
ers from southern Texas and west- 
ern Louisiana. Last year, show of- 
ficials reported over $1,000,000 in 
orders for the show’s 200 ex- 
hibitors representing 750 manufac- 
turers. 

The show is the nation’s largest 
regional merchandise show, and is 
third in size only to the Chicago 
and Atlantic City annual summer 
markets. 

Some distributors reported sales 
were up slightly in quantity this 
year, but about the same dollar- 
wise. This indicates, they think, 
that retailers are being more 
choosy and selecting merchandise 
that bears a price advantage wher- 
ever possible. 


® Distributors were offering wider 
ranges of color in many arti- 
cles. Knapp Monarch reported a 
matched display in three colors of 
two-burner electric table ranges 


MIXED-UP KID—A small-size boy pur- 

portedly found out how a cake 

feels when he clambered into this 

bigger-than-life Sunbeam Mizx- 

master. The mixer was an exhibit 

at the Houston Gift & Housewares 
Show. 


was selling well, with turquoise 
the most popular single color. 

The price appeal was demon- 
strated by the offerings of two 
major watch companies which, for 
the first time in southwestern re- 
tailing, came down into a relative- 
ly popular priced market. 

U.S. Time Corp. has sold its en- 
tire allocation of $14.95 automatic 
watches, reported John Carey, dis- 
trict manager, Dallas. And West- 
clox was doing well with its 7- 
jewel Sabre line of $14.95 and 
$10.95 shock resistant watches with 
unbreakable main springs, accord- 
ing to Houston representative 
Jorge von Holstein. 


s Volume-wise, show officials es- 
timated that the show did better 
than last year’s $1,000,000 gross 
orders. But the interest of many 
retailers in more articles this year 
for the same number of dollars as 
last year indicated that inventor- 
ies in southwestern stores are up 
and that manufacturers are fight- 
ing harder for each retailer’s dol- 


¢ 2S 2. 5.%9 
Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our 
¢ INSURANCE 

devised especiaily to take the sting 
out of these cases. It’s surprising! 
mexpensive ond if does the ob 
adequate! 


EMPLOYERS REINSURANCE 
"CORPORATION 
+ ONSURANCE MEXCHANGE | 
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lar. 

Growth of population and the 
entrance of new stores into the 
marketing field in many south- 
western cities was the over-all 
factor that increased the gross vol- 
ume of business at the show, ex- 
hibitors agreed. 

The annual cosmetics show, 
held in the Rice Hotel here at the 
same time as the gift and house- 
wares show, indicated that these 
distributors, too, are fighting hard- 
er for the retailer dollar. 

The cosmetics show, a regional 


A 


affair, is one of the first in the na-| showing in the nation, according! 
tion each year for the showings of | to representative Jerry M. Grey. 
fall and Christmas merchandise| Further symbols of the personal- 
and promotions. izing appeal were Pro-Phy-lac-tic 
Brush Co.’s $10 Jewelite hair 

® Lentheric Inc. showed the first | brush with straw flowers mounted | 
purse-size hair spray to go on the | into the frame by hand; and the) 
market, in its Tweed line. Houston 24-karat gold plated cologne and | 
representative H. C. Stevens said|after-shave lotion “His” set by 
he sold his entire quota before the. House of Men in $5 and $10 sets. 
show ended. ° 

Another sellout was an Evans Toni Produces 300,000,000th 
black “well” atomizer, with a rose Permanent Wave Kit 
encased in the clear glass of the | The St. Paul plant of Toni Co.,) 
well, which turns into a music box | Chicago, has produced its 300,000,- 
playing “La Vie en Rose” when) 000th permanent wave kit. “Home 
the user lifts it. Only three weeks | permanents, considered a fad when 
out of the factory, the item’s| they were introduced 12 years ago, 
Houston appearance was the first} have become a major part of the 
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toiletry industry,” Samuel Bear- 
mon, vp in charge of manufactur- 
ing, said in announcing the mile- 
stone. “More than 30,000,000 Amer- 
ican women give themselves home 
permanents every year.” Toni, a 
division of Gillette Co., is cele- 
brating its 12th anniversary this 
summer. 


Korn Returns to WABD 

Bennet H. Korn has left Televi- 
sion Programs of America to re- 
turn to WABD, New York, as 
director of sales. He formerly was 
a general sales executive for the 
independent tv station. William J. 
Adler will continue as WABD 
sales manager. 


the business press | 


.. and close to 3 million subscribers 
10 million a year to regd ABP papers. . 


All good selling 
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Hess Plans Store Chain 

Max Hess, operator of a depart- 
ment store in Allentown, Pa., has 
announced he plans to build and 
operate a chain of stores in cities | nancial Aid to Education, the cam- 
of 100,000 to 200,000 population. |paign will call attention to “the 
Mr. Hess said the first store in the increased load which colleges and 
prospective chain, to be opened universities will have to bear in| 
in the spring of 1958, will prob-|the near future.” Advertising is 
ably be in New Haven, Conn. Oth- expected to begin early next year 
er cities being considered as pos-| with N. W. Ayer & Son serving as 
sible locations include Paterson, | voluntary agency. 
N.J.; Yonkers, N.Y.; Mobile, Ala.; 
Little Rock, Ark.; Pasadena and | Dairy Council Expands 
Sacramento, Cal., and Phoenix. Services; Forms Regions 

The National Dairy Council, 

Coordinates Education Drive with headquarters in Chicago, 

Kenneth G. Patrick, manager of | plans to expand its services to the 


Electric Co., has been named co-|al and local levels. The plan calls 
ordinator of the Advertising Coun-| for three NDC regional represent- 
cil’s “Aid-to-Education” campaign. |atives, with possibly a fourth 
Sponsored by the Council for Fi-| added in 1957. 


The three regions to be served 
and the representatives are: East- 
ern, William B. McKinney; cen- 
tral, John F. Warrington Jr., and 
western, Frank A. Smola. 


Mentholatum Buys CBS Radio 

Mentholatum Co., Buffalo, N.Y., 
will begin a big daytime schedule 
on CBS Radio, effective Oct. 8. 
The contract calls for the com- 
pany to carry five seven-and-a- 
half minute soap opera segments a 
week. J. Walter Thompson Co. is 


educational relations, General | dairy industry on both the nation-| the agency. 


‘First’ National Consumer Campaign for 


TV Antennas Is Set by 


ELLENVILLE, N.Y., Aug. 28—A|' 


national consumer ad campaign 
for tv antennas will be launched | 
this fall when Channel Master 
Corp., tv antenna manufacturer 
here, goes into leading national 
magazines with ads on its Channel 
Master T-W outdoor antennas and 
Showman indoor antennas. The 
company calls the drive the first 
consumer ad campaign by an an- 
tenna maker. 

The campaign will break with a 
b&w spread in the Oct. 6 issue of 
The Saturday Evening Post, with 
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OBJECTIVES: To reverse an alarming tendency to downgrading of 
dyeing in the textile industry—the substitution of cheaper but less 
satisfactory dyes for fast vat dyes. 


SCHEDULE: B&W pages in five merchandising papers. 


RESULTS: “Instead of loss in vat dye sales there was a gain in 1956 
of over 20%. Other vat dye manufacturers adopted the same general 
theme in their advertising and a group of manufacturers was organ- 
ized to carry on similar efforts in the future. Over 162,000 information 
booklets distributed as a result of individual requests.” 


AGENCY: Ben Sackheim, Inc. 


OBJECTIVES: To sell Lewyt distributors, dealers and their salesmen 
on the strong competitive advantages of the new model... show 
that these features made the Lewyt the easiest cleaner to sell . . . and 
to point up Lewyt’s continued leadership in the vacuum cleaner field. 


SCHEDULE: B&W spreads in seven merchandising papers. 


RESULTS: “The model 88 was over-sold from the beginning, forcing 
the factory to put on an extra shift to meet the demand. Lewyt 
sales skyrocketed 61% in the fall of 1955—a record that exceeded 
by far the unusually high industry average of 25. 28%.” 


AGENCY: Hicks & Greist, Inc. 


SCHEDULE: B&W pages in thirteen merchandising papers. 


RESULTS: “Grocery trade studies show that as high as 70% of the 
grocers contacted have tied in with the advertised promotions. Fifty 
per cent say that this advertising was instrumental in their selection 
of Quaker products for store display and promotion.” 


AGENCY: John W. Shaw Advertising, Inc. 


OBJECTIVES: To build acceptance and preference for B. F. Goodrich 
belts and hose for materials handling by featuring the company’s 
ability, capacity and versatility. To support the efforts of salesmen 
and distributors by proving product superiority and broadening the 
market by suggesting new uses for belting and hose. 


SCHEDULE: B&W pages in five business publications. 
RESULTS: “Sales of belting and hose increased approximately ey 
A mail survey to industrial buyers showed that preference for B. F. 


campaign opens doors for them everywhere.” 
aGency: The Griswold-Eshleman Co. 
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subsequent color or b&w spreads 
and pages slated for Farm Journal, 
The New Yorker, Progressive 
Farmer, Town Journal and Vogue. 
The ads will run in September, 
October and November—the prime 
tv buying months. 

According to Mr. Harold Harris, 
Channel Master vp for engineering 
and sales, the campaign’s objective 
is to expand the tv antenna mar- 
ket by educating the public to new 
antenna developments. 


a “We are making a complete 
break with the old-fashioned 
thinking that has relegated the tv 
antenna to the category of an ac- 
cessory product. For the first time, 
our merchandising concept will 
place tv antennas on the same re- 
tail level as toasters, broilers, re- 
frigerators and other traffic ap- 
pliances,” says Mr. Harris. “This 
step,” he ventured, “will most cer- 
tainly benefit the entire tv anten- 
na industry.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


Standard Oil Puts Flexible 
Price Policy in Operation 

Standard Oil Co. (Ind.) has put 
into effect a flexible price policy 
in St. Louis—a plan already in- 
troduced’ in Evansville, Ind., Min- 
neapolis-St. Paul, and Kansas City, 
Mo. The policy provides that 
Standard will seli gasoline to its 
St. Louis area dealers at a discount 
from “suggested competitive resale 
prices.” 

According to Dwight F. Benton, 
sales vp, “The suggested retail 
prices will be designed to reflect - 
competitive conditions, including, 
particularly, other retail prices in 
the St. Louis area, taking into ac- 
count not only posted prices but 
rebates of any kind, premiums, 
trading stamps and other forms of 
price concessions by competitors. 
Discounts below the suggested 
competitive resale prices which 
Standard will allow to its dealers 
will fluctuate from time to time 
as price levels change.” 


Phibbs Gets Mead Johnson Unit 

Mead Johnson & Co., Evansvilie, 
Ind., has appointed Harry C. 
Phibbs Advertising Co., Chicago, 
to handle advertising for its pa- 
renteral products division. The 
division makes a line of solutions 
for intravenous use, including Am- 
igen, Levugen and specialty pa- 
renterals. Jordan-Sieber & Asso- 
ciates formerly handled the 
division. 


GET ‘ATTENTION | 


AND SELL THE COAST GUARD 
MARKET THROUGH THE 
EXCLUSIVE COVERAGE OF 


MAGAZINE 


Only one publication is edited exclu- 
sively for Coast Guardsmen—US. 
Coast Guard Magazine. And only U.S. 
Coast Guard Magazine can deliver the 
coverage-in-depth that seils this im- 
portant serviceman market. Write for 
full information today 


PUBLISHED BY 
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UNDER A TREE-—The relaxed gentle- 
man found his way to the right 
hi-fi by starting with Stromberg- 
Carlson, according to this ad which 
will appear in October issues of 
national magazines. 


Stromberg-Carlson © 
Sets Magazine 
Push for ‘Custom 400’ 


RocHester, N.Y., Aug. 28—With 
an “appeal to the reader who en- 
joys the better things of life, such 
as music, and will settle for noth- 
ing but the finest,” Stromberg- 
Carlson will boost its new line of 
Custom Four Hundred high fidel- 
ity phonographs, radio-phoncgraph 
combinations and matched compo- 
nents. 

The campaign will be launched 
with a page in The Saturday Eve- 
ning Post, Sept. 22, follow by 
pages in other national magazines 
including Fortune, High Fidelity, 
Nation’s Business, Newsweek, The 
New Yorker, Time and U.S. News 
& World Report. 

Sunday supplements will be used 
on a market-by-market basis, and 
a program of local cooperative ad- 
vertising is planned. A handbook 
of local advertising and promotion 
techniques also is in the works; 
this is being prepared primarily 
for the smaller dealer. 

Charles L. Rumrill & Co., Roch- 
ester, is the agency. 


Burger Beer Signs Contract 

Burger Brewing Co., Cincinnati, 
has signed a contract io broadcast 
all games of the Cincinnati Red- 
legs for the next five years, which 
runs the Burger sponsorship to 20 
consecutive years through 1961. 
This establishes a national record 
for continuous radio broadcasting 
of major league baseball games 
under one sponsorship. Contract 
terms were not reported. Midland 
Advertising Agency, Cincinnati, is 
Burger’s agency. 


FARM EQUIPMENT RETAILING 
se EXCLUSIVE 


As official 
publication of the 
National Retail 
Farm Equipment 
Association, FER 
gets intensive 
readership from 


|Ads Prevent Slump 
'in Flash Bulb Sales, 
‘Says Sylvania Man 
Houston, Aug. 28—Stores in 
| the Southwest have virtually elim- 
linated the annual summer slump 
lin the sale of flash bulbs, says 
|Frenk Parks, Sylvania’s field rep- 
resentative for the five-state area. 
The reason: Advertising and 


/merchandising which have edu- 
leated a large percentage of the 


} 


}public to the use of flash — 


outdoors—as a fill-in light. 

Mr. Parks thinks that the intro- 
| duction of floor racks, which 
‘enable the druggist and supermar- 


smoothing of the sales cycle. 


Adveriising Age, September 3, 1956 


bulbs as a self-service impulse|during the summer months—18;sion Corp. and CBS Television 


item, also has a lot to do with the 


® Advertising has helped, Mr. 
Parks says, by constant repetition 
of the message to carry a camera 
always complete with flash attach- 
ment. 

The Southwest has taken the 
message to heart more than other 
regions, he believes, because it is 


stations and five station represen- 
tatives. The new stations are 


-KATV, Pine Bluff, Ark.; WDBO- 


Spot Sales. This gives the tv pro- 
motion bureau a total of 221 mem- 
bers, 203 of which are stations. 


TV, Orlando, and WEAR-TYV, Pen-| 


sacola, Fla.; WRDW-TV, Augusta, 
and WRBL-TV, Columbus, 


WGAN-TV, 
Portland, Me.; WBAL-TV, Balti- 
more; KWK-TV, St. Louis, Mo.; 


WCDA and WCDB, Albany, N.Y.;) 


Ga.; | 
KWWL-TYV, Waterloo, Ia.. KOAM- | 
|TV, Pittsburgh, Kan.; 


|Men’s Wear Sales Drop 

The average men’s wear store 
experienced a 3% drop in dollar 
sales in July, compared with the 
same month last year. This is the 
conclusion of a sample survey of 
94 stores throughout the country 


an outdoor-living area for more, WLOS-TV, Asheville, N.C., KTVX,| made by the National Assn. of Re- 


months than most parts of the na- 
tion—all year round in the south- 
ern half of Texas. 


‘TwB Adds 18 Stations, 
Five Representative Members | 
Television Bureau of Advertis- | 


| Muskogee, and KWTV, Oklahoma 
City, Okla; KLOR, Portland, Ore.; | 
| WREC- -TV, Memphis; WCAX-TV, | 


Burlington, Vt., and WISN-TV,| 


Milwaukee. 


Station representative newcom-| 
John E.| 


ers are Avery-Knodel, 


tail Clothiers & Furnishers, Wash- 
ington. Fifty-four of the stores 
showed a drop, nine reported the 
/same volume as last year and 31 
| reported gains. Many of the stores 
which reported losses attributed 


|them to unseasonable weather or 


ket operator to merchandise flash ing has added 23 new members! Pearson Television, Weed Televi- to the steel strike. 


FER has wide sweeping editorial cov- | 


erage with 33 field editors. 


. FER knows the farm equipment busi-— 


ness intimately through many asso- 
ciation activities. 
Dealers look to FER for the manage- 
ment help stressed in every issue. 
Send for FREE 
“Soles Planning Program” 
months for 89 i 
dealers who sell them. 


202, 2340 Hampton Ave., $1. Lovis 10, Mo. 
Tiiettiy Owned by the Dealers Whe Reed It" 


giving top soles 
and p toge of 


Penton BuiLpDING, 


A Penton Publication 
CLEVELAND 13, Onto 


6 ways to measure 


ditorial impact 
of a business paper 
on its readers 


Use these six ways to measure editorial impact of 


the business papers you use. 


Don’t be “short-changed” 


—for proven editorial impact is one of the surest 
signs of healthy, vigorous readership of a magazine 
throughout its pages. That’s why STEEL is being 
used by more and more advertisers as the leading 
business paper to reach the mushrooming metalworking 
market. (This is another in STEEL’s continuing 
series, “How to Measure Readership of Business 
Papers”. If reprints of this advertisement would 


help you, don’t 


hesitate to drop us a line.) 
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National Shoes 
Sets Fall Drive 
in Four Media 

New York, Aug. 28—National 
Shoes Inc., which claims to be the 
nation’s largest independent shoe 
chain, has launched a record fall 
advertising campaign. 

Radio, tv, newspapers and mag- 
azines will be used to blanket Na- 
tional Shoes trading areas in New 
York, New Jersey, Connecticut, 
Massachusetts and Maryland. In 
both air and print media the theme 
will be: “Your style sense and 
your common sense agree—it 
makes more sense to shop at Na- 
tional.” 


Advertising Age, September 3, 1956 


The company will sponsor “The 
Children’s Theater” (WRCA-TV) 
as well as 500 commercials a week 
over 20 radio stations, five of 
them in metropolitan New York. 
The radio-tv drive will employ a 
new jingle based upon the over- 
all campaign theme, but retaining 
the familiar refrain: “National 
shoes ring the bell.” 

Starting with the September is- 


sue, page ads will run in alternate 
months in Parents’ Magazine. 


| Spreads and page units also will | 
run in key newspapers. This part named director of merchandising 
of the campaign will feature the | of California National Productions, 
findings of actual wear tests. 


Emil Mogul Co. is the agency. 


General Time Boosts Donahue | 


Joseph A. Donahue, general | California National. 


sales manager of the Westclox di- ‘Sampler’ Recordings 


vision of General Time Corp., La- 


Salle, Ill, has been promoted to| Teagd Off RCA Victor 


director of sales of General Time 


Corp., New York, effective Sept. Autumn Campaign 


New York, Aug. 28—RCA Vic- 
manager of Westclox. Mr. Donahue | tor’s fall sales push for records 
succeeds Henry J. Wanger, who is| will feature two new sampler al- 
retiring after 51 years with the|bums—one classical and one pop- 


10. He will be succeeded by H. T. 
Millikin, assistant general sales 


company. ular. 


The 12” samplers are said to be 


sampler. 

The samplers’ are expected tc 
whet music lovers’ appetites 
enough to get sales rolling on 28 
new “best buy” albums, 14 classi- 
cal and 14 popular. The new clas- 
sical offerings include three com- 
plete operas. Sampler buyers wil) 
get a coupon entitling them to a 
25% discount on six specific al- 
bums. é 

This fall campaign will be 


O’Shea to California National | the first in record history that will | backed up with ads in The Atlan- 
Francis X. O’Shea has _ been| earn dealers a normal profit. They | tic, Harper’s Magazine, Life, The 


have a suggested list price of $1.49, | Saturday Review, The New York- 
with Triangle Publications Group,|er and record publications. In ad- 


an NBC subsidiary. Mr. O’Shea,|92¢. The classical album has 13 dition commercials on radio and 
who will headquarter in New/excerpts, ten of which are intro- | NBC-TV’s color specs will be used, 
York, was general manager of the|duced by the recording artist.|as well as heavy direct mail and 


old Kagran Corp., forerunner of | Twelve highlights from new rec- point of sale promotion. 


‘ords are included in the “pop” 


1 Are the editors recognized as authorities in the field ? 


Eo “2 
eee 


2 Check the editorial menu for a blend that satisfies mest 


Grey Advertising Agency serv- 
ices this account. 


U. of Michigan Installs 
RCA Color TV System 

The University of Michigan is 
installing an RCA compatible color 
itv system in the university hos- 
pital on the Ann Arbor campus for 
use in teaching surgical and clini- 
cal procedures ‘to undergraduate 
and post graduate students. It is 
believed to be the first such per- 
}manent application. of compatible 
| color tv for teaching purposes at 
the university level in the country. 

The system, which also will en- 
able the university to originate 
color programs for direct trans- 
|mission to commercial tv network 
and local facilities, will be used 
chiefly for closed-circuit color- 
casts of surgical and clinical de- 
monstrations within the hospital. 


Find out whether editors’ experience and ability qualify 
them to serve their industry. For instance, STEEL 
editors bring to the magazine a total of 479 years’ ex- 
perience serving metalworking exclusively. Every week 
hundreds of executives ask their advice, request informa- 
tion for long-term planning and day-to-day operations. 


3 Find out if the magazine gets high reader reaction 
Response or “playback” from readers is a good indicator 
of editorial impact. STEEL points to a long record of 
motivating executives to request editorial material for 
meetings . . . technical society programs . . . long-term 
planning. Last year STEEL readers requested more 
than a half-million reprints of STEEL’s editorial articles. 


5 From front cover on, does it invite readership ? 
Are front covers free of advertising? Does the magazine 
blend pictures, captions and charts into a story that’s 
visualized at a glance, yet invites thorough readership? 
STEEL pioneered in dropping front cover — 
invites thorough readership with metalworking publish- 
ing’s highest ratio of illustration to text (60%-40% ). 


Is the editorial content precisely tailored to mect the 
information needs of the men it reaches? Is it planned 
so that it strikes the proper balance that satisfies readers? 
STEEL, for patel presents a carefully-formulated 


blend of articles based upon news items, production- 
engineering data, and authoritative market information. 


4 Does the magazine use high-speed communication techniques ? 
Is the magazine geared to the way people read today? 
Does it use research to assure clear, concise reporting, 
easy comprehension? Are visual methods’ employed to 
advantage? STEEL has used the services of various 
experts in reporting and visualization to arrive at 
the most readable reporting and picture techniques. 


G Does the magazine have the strength to be widely quoted ? 

Still another way to measure the stature of an editorial 
team is to check how often it is quoted. Each week, for 
example, TV newscasters, radio commentators and news 
columnists dip into STEEL’s storehouse of printed in- 
formation . . . and quote more than 600 separate im- 
portant news items originating in the pages of STEEL. 


Ln Put your 


finger on every 


NATIONAL TRADE 
ASSOCIATION 


One of the best ways to 
get current information 
about “trends” in the 
major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-pagé 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 
plus annual MD&DN. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


STATE. 


0 $3 enclosed () Bill firm () Bill me 
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Advertising Age, September 3, 1956 


ers of the seminar on alcoholism 
were referring to institutional ad- 
vertising by various breweries and 
distilleries. ) 


‘Quebec Prelate 


s Archbishop Parent spoke to 
leaders of a movement known as 
the Cercle Lacordaire. The move- 


‘Hits Institutional 
Beer ’ Liquor Ads ment is widespread in Quebec and 
goes into a number of French- 


Aug. 29—A speaking parishes of eastern and 
‘Quebec archbishop, speaking to northern Ontario. 

leaders of the province’s powerful | Like Alcoholics Anonymous, the 
anti-alcohol movements, has urged | movement is designed to rehabil- 
a wide publicity campaign in all/itate alcoholics, but its methods 
media “to make known the terrible |are different, and the Lacordaire 
‘effects and repercussions of alco-| organization goes further, by ob- 
| holism.” taining blanket pledges to swear 

Most Rev. Charles Eugene Par-|off liquor by smaller Lacordaire 
ent, archbishop of Rimouski, lam-| groups in parishes or smaller mu- 
basted the wide publicity given | nicipalities. The pledges are taken 
beer and all other alcoholic bever-|by townspeople, whether they 
ages in the newspapers and other | drink or not, or whether they are 
publications of the province. |heavy or light drinkers. 

Although direct advertising of | Archbishop Parent called for 
liquor products is banned under |“an awakening of public opinion 
the federal code, some provinces on the dangers of alcoholism.” 
do permit such advertising. But; “The exploitation of a vice or a 
Quebec is not one of them. weakness of the human individual 

(The archbishop and other lead- is a scandal condemned by the 
| basic laws of morality,” he said. 


1000 artists, skilled in advertising techniques are available to you 
in the dependable, established Chicago studios listed below: OTTAWA, ONT., 


S. FREDRICK ANDERSON StuDIOS, 6620 W. Diversey Ave., Tuxedo 9-1400 Koorman-Neumer, 231 S. Green St., Randolph 6-9508 

Barnes-Crossy Co., 226 N. Wabash Ave., Franklin 2-7601 Lewis & Hoover Stupios, INc., 155 E. Ohio St., Delaware 7-7214 
BERLET-ANDERSON-MARLIN, INc., 549 W. Randolph St., Andover 3-027 NuGeENT-WILLIAMs Stuptos, INc., 869 N. Dearborn St , Superior 7-3711 
CARNAHAN-HaNsON Co., 125 W. Hubbard St., Superior 7-0800 Pace Strupios, 155 E. Ohio St., Superior 7-8540 

ComMERCIAL ILLUSTRATORS, INC., 661 N. LaSalle St., Whitehall 40033 PROMOTIONAL ARTS, INC., 100 E. Ohio St., Whitehall 4-3090 

COVENTRY, MILLER & Oxzak, INnc., 212 E. Ontario St., Superior 7-6465 Bert Ray Stupios, 230 E. Ohio St., Whitehall 54-0651 

Grant-Jacosy Stuptios, Inc., 936 N. Michigan Ave., Mohawk §-2055 SCHARON-SANDERS Stupios, 410 N. Michigan Ave., Superior 7-0649 
KING Stvpios, INc., 601 N. Fairbanks Ct., Delaware 7-0400 Vocue-Wricnt Stuptos, 469 E. Ohio St., Mohawk 4-5600 


Wattaker-Guernsey Stupio, Inc., 444 E. Ontario St., Whitehall 4-6809 


THE ASSOCIATION OF ART STUDIOS IN CHICAGO, INC. 
37 South Wabash Avenue, Chicago 3, Illinois + Franklin 2-766, + Eileen M. Cooper, Executive Secretary 
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® He urged a “vigorous and con- 
'certed” drive by Catholic Action 
|movements, professional organiza- 
|tions and other patriotic and social 
groups through the “press, radio 
and television, so that the terrible 
effects and repercussions of alco- 
|holism can be better known.” 
Other leaders at the seminar 
|scored the “propaganda” in favor 
|of beer and liquor “which is fre- 
|quently disguised in promotions 
‘for sporting events.” 

Dr. Reginald Grand’Maison, 
president of the Lacordaires in the 
region of Ste. Anne de la Pocatiere, 
stated: “When we consider ail the 
methods of publicity employed [by 
the beer and liquor industry], we 
cannot remain indifferent before 
‘the problem of alcoholism, this 
|evil that gnaws our people.” 


Whitney Buys 4 Stations in 
Indianapolis, Ft. Wayne 

J. H. Whitney & Co., New York, 
has this week acquired four more 
radio and tv properties. Indiana 
Broadcasting Corp., a wholly 
owned subsidiary of the private 
investment company, bought all 
the stock of Universal Broadcast- 
ing Co. for $10,000,000. Universal 
owns WISH and WISH-TV, Indi- 
anapolis, and WANE and WINT- 
TV, Ft. Wayne, Ind. All the sta- 
tions are CBS affiliates. The trans- 
action is subject to the usual FCC 
approval. 

Whitney already owns KOTV, 
Tulsa, and 90% of the Lone Star 
Television Corp., which recently 
bought KGUL-TV, Galveston, 
Tex. C. Wrede Petersmeyer, a 
Whitney partner, is president of 
Indiana Broadcasting. Robert B. 
| McConnell will continue as gener- 
_al manager of WISH and WISH- 
| TV. There was no indication as to 
| whether the present management 
| will continue at the Ft. Wayne sta- 
tions. 


Buttenheim-Dix Buys ‘Mart’ 
Buttenheim-Dix Publishing 

Corp., New York, has bought 

Mart, tv-appliance business pub- 
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“The Business Press is our technical reference 
for present production and future progress” 


says DONALD W. DOUGLAS, Chairman and President, DOUGLAS AIRCRAFT CO., Santa Monica, Cal. 


“Swift are the wings of modern aviation. Swifter 
still is the pace that propels its technology. Know- 
how in this industry of flight,” says Mr. Douglas, 
“is an ever-changing blueprint of tomorrow’s needs 
today.” 

“The Business Press is our technical reference 
for present production and future progress. It is im- 
perative reading for those who are bringing world 
leadership to. America through jet propulsion, 
guided missiles and the like.” 

“We need Business Publications. We read the 
Business Press. We believe in Specialized Business 
Magazines. Their integrity, accuracy and instruc- 
tional ability do much to lengthen and strengthen 
the wingspread of American aviation.” 


You will find that top men like Mr. Douglas, in 
every industry use business publications as a prime 
source of information about their own industry and 
their markets. Write for list of NBP publications — 
see how you can pin-point your market through the 
use of these technical, scientific, industrial, mer- 
chandising and marketing magazines. 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1413 K Street, N. W., Washington 5, D.C. + STerling 3-7535 


lication, from Caldwell-Clements, 
New York. The purchase is effec- 
itive with Mart’s October issue. 
|Caldwell-Clements’ Technician and 
|Caldwell-Clements Manuals Corp. 
|are planning to expand their ac- 
tivities. 


masonry building 
singularly different... 


Masonry Building’s over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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GOOD PROVIDER 


* TIME’s readership is the biggest concentrated audience of 
best customers and influential people in the United States 
today. Nevertheless, George Price exaggerates ...not every 
TIME reader is a Phi Beta Kappa. 
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PULSE with Bull Cullen has propelled ratings on WRCA-radio from 
2.1 IN AUGUST 1955 to 4.0 IN AUGUST 1956} 


making WRCA New York’s *1 network radio station in the morning! § 


Source: Pulse, Inc. 
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The August ratings dramatize how PULSE with Bill Cullen 
has fascinated New York. 


Twice as many listeners as a year ago now are tuned to NBC’s 
flagship station—a larger morning audience than that of any 
other network outlet. 


And because prices haven’t changed yet, PULSE is just as 
fascinating for time-buyers. 


WRCA-RADIO 


Here is the prestige of a network flagship station —the per- 
suasive salesmanship of a great personality —a remarkably 
low cost-per-thousand—a bigger-than-ever audience. 


All this in PULSE, the only different morning radio pro- 
gram in New York. All this can be yours. For the complete 
story of fast-rising PULSE, just call George Stevens, our 
Sales Manager, at CIrcle 7-8300. 


NBC RADIO LEADERSHIP STATION IN NEW YORK 


Nae SPOT SALES 


SOLD BY 
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TRUCK-ADS SELL THE 
FAMILY ON THE GO! 


Here is a medium offered for the first 
time on a selected nationwide or regional 
basis. Truck-Ads give you greater visi- 


AANR Sponsors ]4th Food 
Editors Meeting Sept. 23-28 
The American Assn. of Newspa- 
per Representatives will sponsor 
the 14th annual Newspaper Food 
Editors Conference Sept. 23 


4 |through Sept. 23-28 at the Wal- 


dorf-Astoria Hotel, New York. One 


| tions. Emphasis on new methods 
_of preservation of perishable items 
will be the subject of several 
| Program sponsors. Further infor- 
mation on the program may be 
| obtained from committee members 
jor Agnes Beck, conference secre- 
|tary, 360 N. Michigan Ave., Chi- 


Advertising Age, September 3, 1956 


— Prewed succeschd @ Bunce: ef mstataboos cress the coumtry 
wniphell's Ready to Serve Soups if 
‘Automatic Vending Machines! 


re 
wuors SvERVernems 


COncag het! Soap 


TOR ce pteromamenany 


View © Cee GAPING prewet=» 


of the highlights of the meeting °*8° 

will be a program at the United | Gop Unit to Bozell & Jacobs 
Nations which will include a tour; The farm division of the Repub- 
of the building, briefing session by jican National Comittee, Chicago, 
officials of the U.N. and the U.S. has appointed Bozell & Jacobs, 
Mission to the U.S., and a recep-| Chicago to handle its public rela- 
tion and dinner in the Delegates | tions. 

Dining Room, arranged with the | 

United Nations by General <i ‘Dothan Eagle’ Names Rep 


bility at lower cost, yet can be EXCLUSIVE 
for your type of product. BARBOUR 
TRUCK-ADS, INC. now has over 10,000 
availabilities, any part of which may be 
leased on a SEASONAL or YEARLY 
basis. For complete information please 
call or write: 


ee ee er 


De ed 


Corp. The Eagle, Dothan, Ala., has 

The week’s program also will appointed Johnson, Kent, Gavin & 
include presentations by some 40) Sinding its national advertising 
food suppliers and trade associa- | representative. 


SOUP MACHINE—The first institu- 
tional ad by Campbell Soup Co. 
appears in the September Vend. 
Prepared by Batten, Barton, Dur- 
| Stine & Osborn, New York, the 
| copy plugs values of hot soup. Au- 
‘tomation hasn’t caught up with 
soup-on-the-rocks—yet. 


Coleman Heads New Color 
Sales Unit at WNBQ 

Howard W. Coleman has been 
{named to head a new sales devel- 
|opment unit formed at WNBQ for 
promotion of commercial color use 
‘ by clients. Mr. 
Coleman former- 
ly was advertis- 
ing, promotion 
and merchandis- 
ing manager 
of WNBQ and 
WMAQ, Chicago *. 
NBC-owned sta- 
tions. 

John Keyes, 
formerly sales di- 

Howard Colemar rector of WNBQ 

and WMAQ, will 

| become director of advertising and 
| promotion. His successor as sales 


° ‘ | director ha t yet bee ed. 
in the TBA ies ie ie an tek wow “nih "will establish a 
F le / ld Sa. ¢ P | library of color materials and sam- 


“TOPS” for Advertising Efficiency 


|sales and promotional use, set up 
CHECK LIST OF 


conferences with agencies and cli- 
ents and provide coordination be- 
TYPICAL TBA PRODUCTS 
Tires 


tween color set manufacturers and 
dealers. WNBQ became the first 
all-color ty outlet in the world 
April 15 with complete conversion 
to live and film color studio facili- 
ties (AA, April 16). 

Batteries 

Anti-Freeze 

Polishes 

Tire Recapping 

Tire Repair 

Spark Plugs 


Garlock Packing Names Lyons 
A.M., McGonigal to New Post 
Garlock Packing Co., Palmyra, 
N. Y., maker of mechanical pack- 
ings ~ ¥ = seals, _ a 
Ly 2 Robert’ A. Lyons adve ng an 
Tire Chains sales promotion manager, me Ber 
Radiator Chemicals ing Richard C. McGonigal, who 
Oil Filters has been named manager of prod- 
Seat Covers uct planning. Mr. Lyons formerly 
Shock Absorbers 
Tire Accessories 
Car Accessories 
Brake Fluid 
Windshield Wipers 
Mufflers & Tailpipes 


Headlamps & Bulbs 
Gasoline 

Motor Oil 

Lubrication 

—AND ALL KINDS 
OF SERVICE STATION 
EQUIPMENT 


t - 3 
i ; 


By every comparison of circulation, reader- 
ship, and advertising results Tire and TBA 
Review stands out as the key publication 
for TBA sales promotion. Pre-eminently 
the “top” publication of TBA men every- 
where, Tire and TBA Review provides the 
selective audience and the intense reader- 
ship that gives greatest return on adver- 
tising dollar investment. 


THE CIRCULATION YOU WANT! 
Concentrated on the key men responsible 
for over 80% of all TBA business — 

7,500 TBA OIL JOBBERS 

5,000 TBA DISTRIBUTORS 

1,300 TIRE CO. STORES 

21,000 KEY TBA DEALERS 

PLUS OIL & TIRE CO. EXECUTIVES 


THE READERSHIP YOU WANT! iz 
The best read book — the Super Service : Ea 
authority — of the key TBA men you aim Robert A. Lyons 
to sell. Editorially directly 100% to TBA 

of the Delco appliance division 


business. 
THE ADVERTISING RESULTS YOU of Gages Sees Dap, Rae 


WANT! Mr. McGonigal will staff, direct 
Carries your sales message directly to TBA pan A ys engecl em 
executives — the men you must reach to 


that will be established along 
«promote volume buying and marketing of product-application lines. 
your product. 


# 
R. C. McGonigal 


was assistant advertising manager 


Davis Joins Publisher 

Raymond T. Davis, formerly 
contract sales manager of Kentile 
Inc., New York, has joined the ad- 
vertising sales staff of Architec- 
tural Forum, published by Time 
Inc., New York. 


BABCOX PUBLICATIONS, INC. Babcox Building, Akron 4, Ohio 
55 years of Publication Service in the Automotive Field 
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Sometimes (like the turtle 
an agency makes progress 
only when It sticks 


its neck out 


YOUNG & RUBICAM, INC. 


In case you're curious, Y & R research, turtle division, has come up ADVERTISING 
with the following information: 


1. A turtle can move with its head inside the shell. New York + Chicago + Detroit + San Francisco + Los Angeles * Hollywood 


2. A turtle usually sticks its neck out when moving. : ‘ i : 
3. A turtle is likely to move faster with its head outside than inside. Montreal + Toronto + Mexico City * San Juan + London 
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HAMMY—The birling bears of the Hamm Brewing for the Twin Cities, acts as ringmaster; behind the 
Co. forsake tv, temporarily, for a try at golf—the bear faces are salesmen Stan Renner, Craig Cook, 
putting green variety. A. E. Gerold, sales manager Steve Zobel and Bernie Landis. 


‘ 


or; 
—— 


TREAY—This photo of model Barbara Wilson reminds grocers to dis- 

play paper cups and Hawaiian Punch together for Halloween. 

Treaters, the company suggests, can bribe small goblins with 

liquid refreshments—with no worry about broken or disappearing 

glassware. Atherton Advertising Agency, Los Angeles, is the agen- 
cy for Pacific Hawaiian Preducts Co., Fullerton. 


ne re eee ; atl oebee TRANSFUSION—With $35,000,000 in new financial resources, acquired 
tensed on diet Hee tied uo near rene» age a re MS ee in the Aug. 6 agreement with Curtiss-Wright Corp., Studebaker- 
Packard Corp. plans to move ahead rapidly on 1957 and 1958 car 

, : development plans. Here Harold E. Churchill (left), new president 

. Fy |. of S-P, and Roy T. Hurley, chairman and president of Curtiss- 

Wright, confer in South Bend on a “new and different approach” to 


DIRECT MAIL QUEEN—Shirley Har- auto production and marketing. 
nish, 19, of Dundee, IIl., was cho- 


sen “Miss Direct Mail” of 1956 

at the Mail Advertising Service 

Assn. convention in Chicago last 

week. (See stories on Page 1 
and 3) 


GET THE PiCTURE?—Channel Master Corp., Ellenville, N.Y., tv anten- 

na manufacturer, will bow as a national advertiser with this two- 

page b&w ad slated for the Oct. 6 Saturday Evening Post. It offers 

Channel Master T-W outdoor and Showman indoor tv antennas. 

Batten, Barton, Durstine & Osborn is the agency. (See story on 
Page 45) 


Eagon Campbell Lesemann Grant SIDELINERS—Rooting for their favorites on the softball field are (left) 
COAST TO COAST—National merchandising directors merchandising directors of Chicago, the western Charles Brunelle, president of Charles Brunelle Co., Hartford agen- 
of Foote, Cone & Belding hold their quarterly division and New York, respectively; Roy Camp- cy, and Noel Bryce, advertising manager. Brown Thomson De- 
meeting in Los Angeles to discuss marketing prob- bell, exec vp of the western division; Maurice Lese- partment Store, at the annual outing-dinner of the Hartford 
lems and plans for agency clients. Shown here are mann, manager of the copy department, and Ervin Chamber of Commerce’s Retail Trade Board. Mr. Brunelle is pres- 
Robert Eagan, Russell Nagle and Everett Braden, Grant, account executive, Los Angeles. ident of the CofC. 
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In today’s tough buyer’s market... 

1. you sell the builder so he’ll pay for your product — 
2. you sell the architect so he’ll put it 

in the specifications — 

3. you sell the appraiser so he won’t kill it 

with too low an appraisal and the lender 

will finance it at full value — 

4. you sell the supplier so he, in turn, 

will sell, not just supply, your product — 

5. and, finally, you sell the realtor so he will 
merchandise your product to the ee buyer 
at the actual point of sale. 


The only magazine that can help you sell 
all five is HOUSE & HOME, 

the only industry magazine read by builders, 
AND architects, AND lenders, 

AND realtors AND suppliers. 
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In San-Francisco ...They Are Watching Channel 4 , 


"BEST OF THE WARNER BROS. FILM PACKAGE ON KRON.-TV 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE + PETERS, GRIFFIN & WOODWARD 
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THE NATIONAL NEWSPAPER OF MARKETING 


On the Merchandising Front... 


Has the Case for Retail Inventory 
Diversification Been Proved? 


By E. B. Weiss 


Did you know that in 1955 the gross 
volume increase of the food supers came 
almost entirely from new markets? 

That’s right: in dollar sales, the older 
food supers last year just about held 
their own. 

And, while the fig- 
ures are not readily 
available, I suspect 
that what is true of the 
food super is probably 
just about equally true 
of the drug chains, the 
variety chains, etc. 

Let’s stick with the 
food super: 

A new store, as de- 
fined in the 1955 food super figures, 
would be a store unit actually opened in 
that year. This means that an “old” store 
could be a store opened in 1954, or in 
1953, or in 1952. In other words, “old” 
store units are not necessarily old in 
years; they simply were not opened in 
1955. 


E. B. Weiss 


s Now, among the food super chains, the 
total selling floor square footage per 
chain increased from 25 to 50% (and 
more) between 1951-1955, inclusive. But 
apparently in many instances, if not in 
the majority of instances, the “new 
model” store each year proved to be 
largely merely a hypodermic; largely a 
shot in the arm whose beneficial gross 
volume effect was primarily temporary. 

In other words, each year of those 
five years, the lion’s share of the gross 
volume increase of many of the food 
chains came largely, if not entirely, from 
new store units opened each year. Ap- 
parently, the older store units—and re- 
member we are talking now about stores 
that are only two years old, three years 
old, four years old, five years old—hit a 
certain level of gross volume and then 
flatten out. 

The independent food store, with just 
one or two or three store units, expands 
its gross-volume-per-store each year—or 
else. But with the food chains, the gross 
volume of the older and old stores either 
remains quite stationary or may even 
show declining tendencies. (And be it 
noted this happens to gross volume in 
these store units even though new lines 
and new merchandise categories are 
squeezed into the older units. This is an 
important point to weigh. In other words, 
what would have happened to the gross- 
volume-per-older stores if new merchan- 
dise categories had not been added?) 


8 Does this begin to look like a squirrel- 
in-the-cage act? 

It may. Consider these figures, for 
which I am indebted to Super Market 
Merchandising: 

1. The average food super unit in 1955 

rang up gross sales of $992,000. 
2. The average family spent $764 in the 
food super unit in 1955. 


3. This means that for the $992,000 av- 
erage outlet to achieve that sales 
total it must get the full spending in 
these outlets of 1,300 families. 

4. Now we come to the key figure: In 
1955 there was one food super unit 
for every 2,360 families. 

5. In 1950, there was one food super 
for every 3,014 families. 

6. Clearly, the two ends of the string 
are being nibbled away; the store 
units get larger and need more fam- 
ilies per unit, but the number of 
available families per unit shrinks. 


= When the twain meet—what happens? 

Says Super Market Merchandising: 
“The surge in new market construction 
is bringing the industry closer to satura- 
tion than it has ever been, in terms of 
population alone.” And, of course, as that 
remark implies, the growth not only in 
new store units, but in their size and 
multiplicity of inventory by categories, 
still further accelerates the approach of 
a saturation point. 

I believe that what is happening in 
the food outlet is happening also in the 
drug outlet, the variety store outlet, the 
department store branch outlet, and 
among other types of mass outlets. 

And this is one reason why I have been 
emphasizing in recent columns the in- 
evitability of a return, in new forms, to 
the specialty store concept. 

While we are using the food super as 
our star example, I might point out some 
other interesting developments in this 
outlet: 

1. Using the food super figures as an 
indication of “food” volume is becoming 
sheer nonsense. 

2. While this is a guess-estimate on my 
part, I believe that at least 25% of the 
food super units will, in 1956, do 30% 
and more of their total gross in non-foods. 

3. A number of food super chains— 
how many I don’t know—are doing 50% 
of their total gross in non-foods. 

4. Among their 1951-1955, inclusive, 
newer store units, probably the majority 
of food supers must find that from 40 
to 65% of total dollar gross is in non- 
foods. If these figures could be obtained 
—that is, the proportion of volume broken 
down by food and non-food (to the extent 
that such a breakdown can be made) in 
the newer store units of the food super 
chains, and especially in their 1956 giant 
units—the results would be most start- 
ling. Certainly it would indicate that 
to call these newer units “food supers” is 
a misnomer. 

5. In the newer store units, I should 
imagine—since the non-food classifica- 
tions take margins of from 20 to 40% 
more—that even a larger percentage of 
net profit must come from the non-foods. 
Perhaps a number of the food super 
chains, in their 1951-1955 store units, and 
even more so in their 1956 store units, 
get 50%, 60%, 70% of their net profit 
from non-foods. 


These are interesting speculations. A 
number of semi-conclusions could be 
drawn from them. 

But to me the significant question 
raised, aside from the fact that the gi- 
gantic food industry is becoming of de- 
clining importance to its retail outlet, 
which is a deduction on the stupendous 
order, is how much farther the “depart- 
ment store” trend can go in mass retail- 
ing. 


= It strikes me as odd, to say the least, 
that the department store concept itself 
has proved, over the last 30-40 years, 
to be of dubious merit. For at least three 
decades, the department stores have been 
the outstandingly ailing member of the 
retailer fraternity (with certain excep- 
tions, of course, and for more reasons 
than one). But surely the department 
store record of these several generations 


has hardly been calculated to nail down 
the fundamental merits of (a) the huge 
departmentalized cogcept and (b) the 
presumably magical power of volume to 
throw off a satisfactory net. 

Yet practically every one of our mass 
retailers today apes the fundamental de- 
partment store philosophy—modernized, 
of course. 


# I continue very much of the opinion 
that the longer-term trend favors a return 
to the specialty-store concept. Certainly, 
the saturation point in giant store units 
revealed by Super Market Merchandis- 
ing’s figures to be approaching in this 
field, cannot be much farther away in 
other types of mass outlets. On the con- 
trary, the very fact that almost all mass 
retail organizations are heading in this 
self-same direction must accelerate the 
approach of saturation. 


Looking at Radio and Television ... 


Tape Can Save Creative Commercials 


By The Eye and Ear Man 


What can an advertising agency do to 
experiment with new kinds of television 
commercials? Are many good ideas lying 
in copywriters’ wastebaskets because they 
were too daring or because they defied 
the simple vocal powers of the writer to 
describe them to unimaginative account 
executives or clients? Perhaps there is a 
way for writers to rough out their wildest 
ideas at little cost to the agency. 

Many large agencies have recently an- 
nounced that they have bought a closed 
circuit system and regularly turn out live 
commercials or have rented color facilities 
for a day from the networks to prepare 
for the chromatic days to come. This is 
not only too costly for all but the giant 
size agency, but it rarely is worth the ex- 
pense and effort. 


® Any agency can afford a good tape re- 
corder—$200-$1,000. This little device 
lends itself to most television commercial 
demonstration if accompanied with art- 
ist’s drawings on story boards. Also, any 
agency is full of frustrated dramatic 
talent capable of working up a convincing 
sound track of a tv commercial. Tape 
equipment is basic and indispensable. 
Equally indispensable is the storyboard 
artist who whips out roughs quickly and 
neatly. Almost any wild idea can be 
drawn in detail by an artist, or a good 
camera photographing stills, if the action 
indicated is realistic. The mounting and 
layout work is as routine as agency prac- 
tice has made it. Given these simple tools 
—a camera, a tape recording, a pencil and 
a sheet of layout paper, any agency can 
turn out experimental tv commercials. 
Supposing the agency is looking for a 
test commercial that will be closer to the 
finished product. Some agencies have tried 
setting aside a good-sized conference room 
for parttime filming with a good 16mm 
camera and some simple backgrounds and 
elementary lighting. Here again no at- 
tempt is made to shoot in sound, and the 


old tape recorder is employed. If there is 
no lip synchronization, except in its 
roughest simulation, the combination of 
tape matching the pictures, even though 
played on separate machines, is adequate. 
Even animation can be achieved by pho- 
tographing multiple shots of drawings in 
stop motion. 


s Some agencies have deals with film or 
still studios anxious to get or keep cus- 
tomers. These vendors offer special prices 
for experimental work by weaving these 
roughs in between takes on a fully-paid 
day, where the fellow buying a whoie day 
only uses three-quarters of the day. The 
only extra charge for this kind of test is 
the cost of the raw film stock and devel- 
oping. 

Most networks will allow themselves to 
be conned into providing experimental 
time, particularly for color, provided the 
advertiser doesn’t abuse the privilege. If 
this is not for free, it can be had for less 
than card rates. In this manner a kine- 
scope or tape can be ordered at fairly 
little cost. Local stations can be pre- 
vailed upon to supply this service, but few 
have kinescope facilities. Those now 
equipped with magnetic tape can do a 
good job of recording the live demonstra- 
tion. 

As color becormies commonplace, the 
problem gets more acute. The cost of com- 
mercials will be an estimated 25% higher 
—which calls for a minimum of clinkers 
or heads will roil. The progressive agen- 
cies of all sizes are watching the develop- 
ment of magnetic color tape. When it 
comes—and it is probably imminent—it 
will be possible to use it in the same way 
sound tape is used. 

A utility room turned over to a simple 
camera chain attached to a tape machine 
is possible. The equipment of the future 
can probably be rented or amortized at 
the rate of $10,000 a year (a hunch esti- 
mate), which is a small amount of money 
when the cost of a minute color fiim is 
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calculated to be at least ae Problems 
of union operators, actors, etc., will have 
to be faced, but none of them is insur- 
mountable. 

As tape is developed, experimental stu- 


dios will be available for hourly use, but © 


none of these can compare to a room of 
your own. Networks, too, may be able to 
supply facilities for tape testing of com- 
mercials. 

Animation still defies pre-shooting and 
experimentation but every now and then 
a device appears that promises to simplify 
it. For example, an electronically con- 


G. D. Crain Jr. Says... 


trolled natural puppet was demonstrated 
some time ago which, if produced in 
variations and quantity, could greatly im- 
prove present-day animation. Some form 
of Univac can undoubtedly take a basic 
drawing and in several seconds turn out 
hundreds in motion. 

Enough of dreaming of brave new 
worlds to come. Get ready for tv tape and 
meanwhile use the sound tape, plus pic- 
tures or story boards. But never, never 
dump a commercial idea simply because 
it is too unusual and daring, unless you 
have given it some kind of a test. 


Political Advertising Is Here to Stay 


In his acceptance speech following his 
nomination for President by the Demo- 
cratic national convention, Adlai Steven- 
son made a sharp criticism of political 
advertising. While he stressed the prob- 
ability that the Republicans would have’ 
more funds available for promotion of 
their ticket, and therefore the Democrats 
might be at a disadvantage, he objected 
generally to the idea of using advertising 
to influence voters, as cereal manufac- 
turers undertake to do in behalf of break- 
fast foods. 


s “The men who run the Eisenhower 
administration,” he asserted, “evidently 
believe that the minds of Americans can 
be manipulated by shows, slogans and the 
arts of advertising. And that conviction 
will, I dare say, be backed up by the 
greatest torrent of money ever poured 
out to influence an American election— 
poured out by men who fear nothing so 
much as change, and who want every- 
thing to stay as it is—only more so. 

“This idea that you can merchandise 
candidates for high office like breakfast 
cereal—that you can gather votes like 
box tops—is, I think, the ultimate in- 
dignity to the democratic process. And 
we Democrats must also face the fact 
that no administration has ever before 
enjoyed such an uncritical and enthusi- 
astic support from so much of the press 
as this one.” 


® The idea that advertising represents a 
shameful method of exploiting the voter 
is not shared by either Republican or 
Democratic leaders charged with the job 
of carrying their parties’ stories to the 
public. Both organizations recognize that 
all forms of communication must be ef- 
fectively used in order to register what 
they consider to be the basic campaign 
issues. And advertising is used because, 
like breakfast food manufacturers, politi- 
cians know that it is the most effective 
method of presenting a message in the 


Employe Communications... 


way in which the sender wants it to ap- 
pear. 

Much of the publicity for candidates is 
provided by the press and by broadcasters 
without charge. But after the convention 
news has been given front page space 
and liberal time by print and broadcast 
media, there is still the job of constantly 
reminding the voters of what each party 
believes is the basic sales story it has to 
present. That costs money, and that is 
why political parties have the double 
task of raising campaign funds and spend- 
ing them wisely and effectively. 

Both parties have advertising agencies 
to advise them on promotion techniques. 
The form of presentation is often just 
as important as the strategy of the cam- 
paign, and advertising executives, with 
experience in the utilization of all promo- 
tion media and devices, are professionals 
who can give the politician unversed in 
the ways of mass exploitation a lot of 
help. 


® Actually, the reliance of the political 
pundits on advertising advice and coun- 
sel will probably be greater in this cam- 
paign than ever before, since the task 
will be to maintain public interest and 
arouse enthusiasm not only among parti- 
sans, but the great body of independent 
voters who usually determine the outcome 
of a national political contest. 

Although Mr. Stevenson complained of 
the “uncritical and enthusiastic support” 
accorded the Eisenhower administration 
by publications, it is certainly true that 
the Democratic convention received com- 
plete coverage by all segments of the 
press, and that his campaign will like- 
wise be thoroughly reported. But if the 
editorial opinions of most of the press 
continue to favor Ike, as Adlai believes, 
then it seems to be obvious that the 
Democratic campaign will need all of 
the help it can get from the advertising 
specialists employed to help promote the 
man from Libertyville. 


Dennis the Menace on Safety 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Employe attitude surveys on company 
communications programs generally con- 
tain a question bearing on safety. Tabu- 
lations normally indicate that, while em- 
ployes don’t personally care much about 
reading safety material, they recognize 
the need for it. 

Returns on a recent survey shed some 
interesting light on the subject in at least 
one company. Interviewees were asked to 
identify the safety material they thought 
not only most interesting, but most effec- 


tive. The trend of the replies: The funny 
stuff. 

Here are some of the more significant 
volunteered comments: 

“Safety is one of those things you have 
to talk all the time. But it doesn’t need to 
be dull talk. You can make a safety mes- 
sage funny and still get the point across.” 

“A shop guy can get a laugh out of a 
safety message, but that doesn’t mean he 
won’t remember it.” 

“A cartoon will draw attention to a 
safety message faster than a photograph, 
and a whole lot faster than solid type.” 

Nobody knows more about safety than 
the National Safety Council. The humor- 
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The Creative Man’‘s Corner... 


Everybody Ready? 


As best we remember, this Corner has been roundly criticized in the past— 
once for being anti-Semitic (something about Levy’s rye bread) and once for 
being anti-Catholic (probably that Knights of Columbus advertising). 

Well, if everybody’s ready, here we go stirring up the Lutherans. 
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A Billion Dol 
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lars of family protection 


for Lutherans . . now provided by our 


200 fraternal societies and 41st among 1200 US life 


insurance firms 


‘ife insurance in force, We are humbly 


in ordinary legal siaieve 


rrateful ro God: for this achievement. 


<p nan nn ca 


Ald Association for 


LUTHERANS 


he ater ome t d ce feter Gaiters of tte sume 


Almighty God.” 


mentioning Him at all. 


O, God, be merciful to us, a sinner. 


(0004 PEGDA LITE (eeeeaeee 


You who read this will undoubtedly be able to read the last line of the 
43-word caption to this ad. But we doubt that you will be able to read the 
final paragraph of the copy. So let us quote it for you: “This notable mile- 
stone is the result of the loyalty of a half-million member owners, the efforts 
of hundreds of skilled life insurance counselors, the capable and economy- 
minded leadership at all levels of management, and the abundant blessings of 


How the electrically operated typewriters and the IBM equipment got left 
out of this ad, we don’t presume to know. But it interests us that this religious 
organization, in giving reasons why it has been so successful, mentions God 
last and includes management only next to Him. 

It so happens that we have a profound respect for the Creator of all things 
—Whom some peoples know as Allah, some as Jahveh and some as God. In 
fact, we have so profound a respect for Him that we not only would shrink 
from mentioning Him last in a paid advertisement but would refrain from 


We have been grateful to God for many things, but the last thing we can 
think of being grateful to Him for is monetary success. Somehow, ingrained 
too deeply in our memory, is the admonition, “Render unto Caesar the things 
that are Caesar’s and unto God the things that are God’s.” 

We are undoubtedly misquoting and will be misquoted. We love Lutherans, 
as we love Jews and Catholics, and even those professing religions we have 
never heard of. We love dentists, tax collectors and editors and publishers. 
But somehow we find ourselves in inexplicable opposition to anyone who pub- 
licly thanks the Deity that he has, like the Pharisee, fared so well. If we were 
the Aid Association for Lutherans and had enough dough to say something in 
The Saturday Evening Post, we not only think that, like the publican, we 
would have asked for forgiveness; we think we would have either avoided 
the mention of God or would have mentioned Him first of all. 


in-safety approach is old stuff to the 
council, which has been injecting laughs 
into safety material for years. Its greatest 
recent stride, however, is represented by 
a booklet created for the council by Hank 
Ketcham, who entrusts the selling of the 
safety story to his own brain child, Den- 
nis the Menace. This is a pocket-size job, 
ideally suited to reading-rack distribution 
(where the circulation should run high), 
as a safety department handout, or as an 
insert with the employe publication 
mailed to the home. Since it deals with 
home and highway safety, rather than 
with plant safety, it has an excellent 
chance of good family acceptance. 

Copies of the Dennis booklet, available 


in bulk quantities, of course, may be im- 
printed with the company’s name. 


® As humor in the safety message rises, 
the gruesome approach declines. There 
was a brief period in safety communica- 
tion when the photo of the wrecked car 
and its dismembered occupants was con- 
sidered the strongest sort of argument, 
or when the picture of the sightless ma- 
chine operator was considered the 
strongest argument for safety glasses. We 
have no statistics to prove it—just years 
of in-plant observation—but the morbid 
approach to safety selling never ap- 
peared to pay off. Dennis the Menace 
looks like a better bet. 
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A-Plus...or Surplus? 


Interesting figures the girls have there! Of course, Fat Jenny can come up with some 
measurements that Captivating Frances can’t match. 

But really now, if you were the teacher—who’d carry the most weight with you? 

The trouble is, it’s not always so easy to spot a surplus. Oh, a place like farming, sure— 
everybody’s heard of the surplus. But what of the surplus in BIG CIRCULATIONS? 
All those “farm” subscribers, are they really nourishing your sales . . . or might some of 
them just as well be in cold storage? 

We let our own list speak for itself: 1,440,000 farm families—repeat, farm families— 
91% of them living in the richest farm country on earth. That’s Capper Country! 
Class dismissed. 

What? You’re thinking of dating one of the girls later? Then do take a hint: Fat 
Jenny’s heavy on your budget, too.' For the price of a short fling with Jenny, you can 
date Captivating Frances all through the year. 


Cappers 


Topeka 


armer 
Kansas 
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Tips for the Production Man... 


You Can Do Things with Flaps 


By Kenneth B. Butler 

Excitement in the format of mailings 
and booklets can be created at modest 
extra cost, by the use of flaps as gim- 
micks. Flaps can be extremely simple, 
created merely by a fold; or they can be 
created by means of die-cutting three 
sides of an area of the paper stock. 

Take, for example, a very simple one 
gotten out by the New York Sunday 
News announcing its national edition. 
The mailing is a photographic reproduc- 
tion of a mail box. The bottom third of 
the mail box is printed on the back of 
the folder, and by a flap fold, is placed 
in register with the total picture. They 
have removed the material usually ap- 
pearing on a mail box in the lower panel 
announcing mail pickup times... instead 
they have mortised for a teaser: “Open, 
for more mail order business!” 

When you open the flap, the selling 
message is revealed, 


® Carson’s store of Chicago sends out a 
simple little fashion mailer, showing 
dress separates (you know the kind, tops 
or bottoms). The reader can see both 
garments illustrated merely by lifting 
the flap. 

Another folder creates three flaps by 
accordion folding with a staggered ef- 
fect, each panel printed in a different 
color of ink, for contrast. 

Capper’s Farmer creates interest with 
a bottom flap which joins a die-cut flap 
of a barnyard fence. 

Mission Pak, Los Angeles, die cuts a 
large round orange on the back cover ov- 
erhang, then brings it around to show on 
top the front cover of an interesting 
booklet. The process color flap lends in- 
terest and third dimension, and also acts 
as a hasp for closure of the booklet. 

Business Week sends out a mailer 
showing a man on shipboard peering in- 
side a water-tight compartment door. The 
door is actually hinged for you to look 
inside, to catch the cartoon message. This 


Salesense in Advertising... 


Ess B 


FLAPS FOR ATTENTION-GETTING—Here are a 
few sketches of simple folders, some em- 
ploying die-cuts and some accomplished 
merely with simple or multiple folding. 
A flap induces reader action since it cries 
to be turned or opened; creates a third 
dimension, depth, or provides a gimmick 
to tie in with the subject matter of the 
advertising piece. 


is accomplished by a simple die cutting 
on three sides of the door. 


® Two-tone or two-sided paper (dif- 
ferent color of paper on each side) of- 
fers possibilities for interesting color 
treatments in single-color printing, by 
folding with flaps so that the colors show 
alternately. 

Off-center folding of several sections, 
later saddle-stitched into a booklet, is 
a means of leading a reader into inside 
material through the device of staggered 
flaps. If the sections are run on stock 
of differing color or texture, or color of 
printing, even more attention-getting 
power is generated. R. R. Donnelley & 
Sons designed a gallery invitation in such 
a manner: first flap, black reverse plate; 
second flap, black on textured gray 
stock; third flap, brown ink on white 
stock. 


Adopt an Individuality 
and Stay With It 


By James D. Woolf 
Advertising Consultant 

In his memorable little book, “Scien- 
tific Advertising,” Claude Hopkins makes 
this observation: “We try to give each 
advertiser a becoming style. We make 
him distinctive, perhaps not in appear- 

ance, but in manner 
and tone. He is given 
an individuality best 
suited to the people he 
addresses... 

“To create the right 
individuality is a su- 
preme accomplishment. 
Then an advertiser’s 
growing reputation on 
that line brings an 
ever-increasing pres- 

tige. Never weary of that part. Remember 
that a change in our characteristics would 
compel our best friends to get acquainted 
all over.” 

I sometimes wonder if certain adver- 
tisers are right in changing so frequently 
to new “individualities.’ We witnessed 
one of the most astonishing rightabout- 


faces a number of years ago when Old 
Gold switched from “Not a Cough in a 
Carload” to “A Treat Instead of a Treat- 
ment.” All, or nearly all, of the runner- 
up brands of cigarets adopt a new per- 
sonality every year or two, and this is 
also true of nearly all brands of beer, 
including the leaders, among them Pabst, 
Schlitz, Budweiser, Blatz. 


® In the hard drink field there has been, 
with some notable exceptions, a great 
deal of switching from one “becoming 
style” to another. Dog foods, too, are 
great experimenters. Note that the adver- 
tising of Pard and Dash is completely 
changed from that of a year or two ago 
in appearance, manner, and tone. Pard 
ads are now comic in nature; Dash ads 
are sadly emotional. 

In the automotive field, the advertis- 
ing of Cadillac, Buick, and Chevrolet 
changes little from year to year, and 
each car seems to have created for itself 
the right individuality, Mr. Hopkins’ 
“supreme accomplishment.” I am not sure 
that Ford, Nash, Chrysler, Packard, 


Studebaker, et al have achieved this end 
so successfully. 

“Never weary of that part” seems to 
be a firm policy of Campbell’s soup; in 
both appearance and tone its advertising 
has changed little over two decades. I 
am not sure, but my impression is that 
Heinz has not clung so faithfully to a 
distinctive personality; certainly its cur- 
rent robust campaign has little in com- 
mon with the advertising of other years. 
The advertising of both Pond’s and Lux 
toilet soap continues to hold essentially 
to the “becoming style” they adopted 35 
or more years ago, and I note that after 
some 40 years, Woodbury’s soap is still 


Advertising Age, September 3, 1956 
talking about “A Skin You Love to 
Touch.” 


® I believe what Mr. Hopkins was think- 
ing about is what today we call “brand 
image.” The consumer’s image of a brand- 
ed product is nothing more or less than 
its “individuality” or “personality.” If 
this image concept of ours is everything 
it’s cracked up to be, then Mr. Hopkins’ 
philosophy makes a lot of sense. I don’t 
see how it is possible to create and up- 
hold an appealing and memorable image 
of a brand with campaigns of advertising 
that tell the consumer a different story 
every year or two. 


Copyright 1956 by Paul Pinson 


‘DRAWTHINKS.,, .... 


The COPWIRITER'S Art Course 


Animals you can draw 


Frequently you will want to build a visual sales message around animals. 
Animals are “stoppers,” relevance no criterion. 

It will help you to know some principal differences in animal anatomy when 
you decide you want to put one in an ad or tv commercial. The spirit of your 
message could be lost if your cat for a “silky smooth” headline looked like an 


airdale. 


Animals may be divided into two main groups for advertising purposes: 
Common and Uncommon. Each has its advantages, when properly used. A 


popular Common animal is the dog. 


The Dog 
The dog 
friend. Some clients have dogs. 


dachschund ... 


_— SS 


——_™_ - 


is the copywriter’s best 


The very fact that your client’s dog is 
a collie, the account executive’s is an 
English bull, and the art director’s a 


From this sketch to a headline is an easy step. Fits most any account: 


“All mixed up about baby foods? 


engine 
“This set has ALL THREE advantages!” 
soup 


Practice a few dog Drawthinks on your own. 


insurance? 


soap? 


Next Lesson: “My Name Is FIDO” 
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The PARENTS’ MAGAZINE Seal moves merchandise! § 


HE PARENTS’ MAGAZINE COMMENDATION SEAL testifies to product reliability... gives 

millions of women the special feeling of assurance that spurs them to say, “I’ll take this one!” 
This is the nationally recognized Seal that is backed by the unique confidence which mothers and fathers 
have in PARENTS’ MAGAZINE. This is the sales-clinching emblem that is featured in store promotions 
on a continuing basis all over America. ~ 


If you would sell families with children—fastest growing and biggest buying market of all—this is the 
Seal that belongs on your product. 
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OAI Advances Sclater 

Ran Sclater, assistant to George 
P. MacGregor, vp of Outdoor Ad- 
vertising Inc., New York, has been 
appointed promotion and mer- 


chandising manager of OAI. Be- 
fore joining OAI last March, Mr. 
Sclater was promotion manager 
of American Trade Publishing Co., 
New York. 


#® YOUR TV SPOTS REQUIRE EVE- 


now TV BUDGET? 


CATCHING MOTION ON A CONSERVATIVE 
SUBGET, TRY STOP MOTION FILMS! 
Much, much lower in cost than full animation (which 
we also do for the heavier budget). Stop Motion gives 


IMPACT to your TV sales message at LOW COST 


Write us todey for Sample Reel. 


CHICAGO, mL 
1323 S$. WABASH 


. 
NEW YORK, N.Y. 
341 W. 44th &. 
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HOLLYwoop, Aug. 28—Commer- 
cials and the products they adver- 
tise should be wholly compatible 
with the programs on which they 
appear, asserts Jess Oppenheimer, 
recently signed by National Broad- 
casting Co. as creative pro- 
gram executive. Because a com- 
mercial can affect the audience re- 
sponse to the program itself, a 
producer should have some say in 
protecting the mood he is creating, 
Mr. Oppenheimer believes. 

Mr. Oppenheimer was the pro- 
ducer and head writer of “I Love 
Lucy” from its inception until re- 


TV Producer Must ‘Protect’ Show by 
‘Say’ on Commercials: Oppenheimer 


|cently. He is now the principal in 


Advertising Age, September 3, 1956 


Burlingame Productions, which 
will produce the shows he creates 
for NBC. 

Currently he is working on two 
programs. The first is a series of | 
hour-long tv plays based on the’ 
Ten Commandments. A_ second) 
program, “A Company of Players,” | 
will be an exposition of many 
ideas he has gleaned through his 
experience on “Lucy” and obser- 
vation and study of tv program- 
ming. 


® One principle Mr. Oppenheimer 


DAILY NEWSPAPERS DID IT AGAIN = 


Canadian market! 


“TT ALL BEGAN in 1949, when the famous 
English chocolate manufacturers— 
Rowntree and Co., Ltd.—introduced 
their quality “Black Magic” boxed 
chocolates to the Canadian consumer. 
The “Black Magic” theme is one of 
romance, subtle and delicate, befitting 
a prestige product. So Rowntree 
decided to take the “Black Magic” 
story to Canadians through strong 
daily newspaper campaigns. Within a 
few months it was obvious that Eng- 
land’s finest was becoming Canada’s 
favourite. Today, not quite seven years 
later, Rowntree report a sensational 


717% SALES INCREASE 
FOR “BLACK MAGIC” 
IN CANADA! 


A magic story but definitely nor a 
mystery! For all the way along “Black 
Magic” sales were stimulated and the 
market broadened with the black-and- 
white magic of advertising campaigns 
EXCLUSIVELY IN THE DAILY 
PRESS. : 


This ability to reach ALL of the 
people is the overwhelming 
advantage that puts the daily 
newspaper ’way out in front as 


the prime advertising medium.” 


Contact the advertising managers of your local newspapers. Let 
them show you how daily newspaper advertising gives you COM- 
PLETE coverage of ALL the people who buy your product. 
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BLACh MAGIC 


and BLACK MAGIC captures (espaes 


ADVERTISER” 


EWSPAPER 


CENTRE OF INTEREST 


Strawberry Cup, Chocolate Nut, Truffle and Nougat, 

ange Cream, you enjoy twelve different delicious- 
ly interesti 
Chocolates! 
cu in Rowntrees’ famous rich, dark chocolate 
is the chosen favourite of 3,000 people! 


Yet these choicest of chocolates cost no more 


centres in every box of Black Magic J 
h mouth-watering centre is lavishly 


ENGLAND'S FINEST CHOCOLATES 


by ROWNTREE 


das ino ie baeiaabuas tbs eipiamh alee tials em ti 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenve - Toronto 1, Ontario - |. H. Macdonald, General Manager 


Luscious coffee butter-cream filling. 
nestled deep inside a thick crescent of 


Rowntree advertising in Canada, as 
in England, is handled by J.Walter 
Thompson Company Ltd. 
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believes in strongly is that pro- 
grams and commercials should be 
obviously honest. By this he means 
people should not be lured into 
commercials by players out of the 
context of the program. Such tac- 
tics are resented and are reflected 
in loss of audience loyalty, he says. 

Everything seen or heard on a 
program, from the opening to the 
closing, contributes to the pro- 
gram’s character, Mr. Oppenheim- 
er asserts. For this reason, the 
basic approach should be obvious- 
ly honest and should show respect 
for the intelligence of the viewers, 
he says. 

While dead set against trickery 
in commercials, he does believe it 
is possible to “intrigue” viewers 
into watching a commercial. Rec- 
ognizing that some commercials 
are so expensive they must be used 
over and over again, he says that 
no matter how clever a commer- 
cial may be, viewers tune it out 
mentally after it has been used 
three or four times. 

Mr. Oppenheimer thinks this 
mental tune-out can be avoided 
and the attention to the commer- 
cial increased by the development 
of inexpensive bridges or pick-ups. 
With just five or six feet of film, 
slight details in a commercial can 
be changed, he points out. 


= If such devices are used. people 
seeing a commercial at different 
times can get into disagreement as 
to the detail which was changed. 
This can encourage watching to see 
who is right. By varying these 
switches, or by repeating them 
from time to time, interest can be 
maintained in an oft-repeated 
commercial. If the viewer can be 
kept off balance, and cannot an- 
ticipate what will follow, a much 
greater impact can be achieved, he 
believes. 

Apparently Mr. Oppenheimer 
will draw heavily upon his “Lucy” 
experience in his approach to pro- 
grams. He believes that programs 
with the same set of characters 
sooner or later reaches the end of 
the road. 

It is impossible to write “great 
literature” about the same charac- 
ters week after week, and, inevi- 
tably, no matter how great actors 
may be within the confines of their 
roles, over a period of time they 
will be in the same situations 
again and again, and must react in 
the same way. 


= Mr. Oppenheimer said that af- 
ter 150 programs of “Lucy,” writ- 
ers became inhibited and found it 
necessary to move the program to 
new scenes by a “trip” to Holly- 
wood or Europe. Too, in such pro- 
grams, actors may have strong 
facets which are never discovered 
or used, Mr. Oppenheimer feels. 

He says that in motion pictures 
it was possible to keep characters 
“fresh” over a long period of time. 
However, taking the “Andy Har- 
dy” series as an example, he points 
out that the 13 90-minute pictures 
in the series were made at the rate 
of about one a year. This would 
represent just one year of tv pro- 
gramming, he pointed out. 

With these thoughts in mind, “A 
Company of Players” will have 
some 10 to 12 performers as reg- 
ulars, and no star or co-star. All 
performers will portray roles of all 
types, from comedy to heavy 
drama. No performer will be 
typed, and writers will not be 
limited by inflexible characters or 
situations. 


= At the same time it is hoped 
that the setup will create the same 
loyalty commanded by stock com- 
panies, in which the public comes 
to see the villain of last week play 
the role of the hero this week. 


Hildebrandt Joins Hockaday 

Gay Hildebrandt, formerly fash- 
ion coordinator with Saks Fifth 
Avenue, has joined Hockaday As- 
sociates, New York, as fashion di- 
rector. 
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Milwaukee’s Million 


6 
1,035,700 people in the city and suburbs 


why Milwaukee should be picked 
among your first 10 markets 


Based on Milwaukee’s rank among 

the 25 largest metropolitan areas. 
Median Income Per Family (U. S. Census).......... .. Sth 
Effective Buying Income Per Family................ . 5th 
% Families With Incomes Over $4,000.............. 3rd 
Median Value of Dwelling Units (U.S. Census)........ 4th 
Median Monthly Rental (U.S. Census).............. 2nd 
Retail Sales Per Family (Census and SM)............ 3rd 
Food Store Sales Per Family.............. idk uinis wih a 
Furniture-Household-Radio Store Sales Per Family. ... Sth 
Automotive Sales Per Family....................... 6th 
% Family Coverage by One Newspaper............ .. Ist 
(excluding combinations) 


Sources: U. S. Census, 1950, and 

Sales Management Survey, 1955 
In only six cities can you reach more peopie 
with one newspaper (excluding combina- 
tions). And Milwaukee people are the kind 
you want to sell. They are covered com- 
pletely (over 90%) by THE MILWAUKEE 
JOURNAL—and in no other way. 


THE MILWAUKEE JOURNAL 


Represented by O’Mara & Ormsbee, Inc. 
New York Chicago Detroit 
Los Angeles San Francisco 
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IN SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 
62,000 BERGEN ANO PASSAIC COUNTY 
HOMES EVERY EVENING - AND IT IS 
OVER 80 PERCENT HOME-DELIVERED 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 


Loew's Leases 725 Films to TV 

| Loew’s Inc., New York, has 
| chalked up $20,000,000 worth of 
|business by leasing 725 M-G-M 
| feature films in 12 television mar- 
|kets for seven years. Pacts were 
signed with CBS Television for the 
film rights for five owned stations; 
with Triangle Publications Group, 
Philadelphia, for rights on its four 
stations; with King Broadcasting 
Co., Seattle, for two stations, and 
with KTTV, Los Angeles. 


Wonacott Joins Charles Bowes 
Don Wonacott, advertising man- 
ager for Nelson R. Crow Publica- 
tions, Los Angeles, has resigned to 
become an account executive of 
Charles Bowes Advertising, Los 
Angeles. Before joining the pub- 
lishing company, Mr. Wonacott 
was an account executive with 
Evans, McClure & Associates, and 
also Batten, Barton, Durstine & 
Osborn, both of San Francisco. 


Le 


2. " 


completes your 
COVER WESTERN 


MICHIGAN WITH 
COLOR 


R.O.P. COLOR DAILY Daily Newspaper. 


¢ 8 ® / 
advertising picture J 
The fabulous Grand Rapids and Western Michigan ‘Billion Dollar plus’ 
market is a ‘MUST’ to complete your sales program. 


The Grand Rapids Press offers actual ONE" newspaper coverage and that's 
why Advertising volume is 50% more than that of any other West Michigan 


This fact demonstrating beyond question the superior ability of The Press 


to help you sell this booming market. 


The Grand Rapids Press with 114,970* copies daily net paid circulation 
(65,399 more than any other West Michigan daily) is the major factor that 
influences the people's buying habits in this rich market. 


The Press is the only media in Western Michigan with sufficient coverage to 


accomplish this influence. 


WEST MICHIGAN'S LARGEST MARKET CAN BE YOURS WITH YOUR CAMPAIGN IN 


The Grand Rapids Press 


* ABC Publishers Statement 9-30-55 


um 
PAPERS 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE THE FLINT JOURNAL 


THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A H Ruch 110 €. 42nd St, New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N Michigan Ave, Chicago | 


Superior 7. 4680. Brite MeQuillen, 785 Morket St 


San Francisco 3, Sutter 1-340), William Shurtlf#, 1612 Ford Bidg., Detroit 26, Woodward 1.0972 


Advertising Age, September 3, 1956 


Ford Exec Sees 
9 500,000 New 
Car Sales a Year 


SavannaH, Ga., Aug. 28—A 
prosperous future, which will find 
9,500,000 new cars purchased an- 
nually was predicted by Charles 
R. Beacham, general sales man- 
ager of Ford division of Ford Mo- 
tor Co., in a speech yesterday be- 
fore the Georgia Automobile Assn. 
convention here. 

Mr. Beacham said the South’s 
economy is growing twice as fast as 
that of the rest of the nation and 
added that people in the southern 
states should enjoy correspond- 
ingly greater gains. 

He described the American 
economy as “bursting with growth 
and change.” 

“The increased amount of 
spending money in the hands of 
the average man next year will 
give him a standard of living 
about 60% better than his father 
had 30 years ago,” said Mr. Beach- 
am. “You remember that those 
were the good old days we called 
the ‘roaring ’20s.’ 

“In 1957, we expect that Amer- 
ica’s output of goods and services 
will reach an alltime peak—about 
44%2% above this year and near a 
total of $428 billions. 


s “If an automobile dealer asked 
me today whether he ought to 
stay in the business, I would tell 
him with full confidence that the 
future never was brighter.” 

Mr. Beacham said the Ford di- 
vision’s long-range forecasts point 
to 10,000,000 two-car families by 
1965, with a total of 66,000,000 cars 
on the new roads that will be 
built in the next decade. 

“This means that not only will 
each dealer be selling more cars, 
but the service side of his business 
is going to grow beyond anything 
we are experiencing today,” Mr. 
Beacham said. 

He said factory-dealer problems 
which have arisen in recent months” 
have “resulted from being too 
much concerned with our short- 
range differences, rather than em- 
phasizing our long-standing points 
of complete agreement and work- 
ing out better ways to help each 
other. 

“One of my major goals is to 
improve communications between 
|Ford dealers and our division,” 
|Mr. Beacham said. “We are work- 
|}ing out our mutual problems in 
‘the light of our common objec- 
tives.” 


® As part of the South’s economic 
expansion, Mr. Beacham said, Ford 
Motor Co.’s investment in south- 
ern plants is three times greater 
than in 1946. 

He said Ford and Ford dealers 
have $500,000,000 at work in the 
South, creating jobs for 56,000 per- 
sons and an annual payroll of 
nearly $250,000,000. 

Ford’s southern plants produced 
200,000 more vehicles last year 
than were sold in the southern 
market, Mr. Beacham said. 


Omar Returns to Fitzmorris 

Omar Inc., Omaha, bakery-to- 
home service company, has reap- 
pointed Fitzmorris Advertising, 
Chicago, to handle its advertising, 
effective Sept. 1. Fitzmorris han- 
dled the account from 1949 until 
early last year, when Omar moved 
to Bozell & Jacobs (AA, Feb. 28, 
55). Omar bills about $700,000 an- 
nually. 


Hirsch Merges with Gross 
Richard I. Hirsch & Co. will be 
merged with H. M. Gross Co., both 
of Chicago, effective Oct. 1. Mr. 
Hirsch, president of the Hirsch 
agency, will become a vp of the 


Gross agency. 
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advertising without 


_ Advertising Age” 


gee ek 


- ‘says. J. WARD. MAURER 
see Se _ Viee-President /Advertising 


“In our business, which is the package goods business, advertising 
is such an important factor that to be informed on the ever-chang- 
ing advertising scene is of paramount importance. | do not and 
could never feel that | was really well informed on advertising 
without regular sessions with my copy of Advertising Age. 


“This feeling is shared by other executives and every member of 
my department here at the Wildroot Company who are directly 


interested in how we plan and expedite our advertising program.” 
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J. Ward Maurer 


Mr. Maurer began his career in advertising and business 
26 years ago, when he became associated with the Wildroot 
Company. In 1935, he entered the Wildroot advertising 
department, and in 1942 was made advertising manager. 
In recognition of his able administration of advertising and 
sales promotion activities, he was made director of advertis- 
ing in 1947 and vice-president in 1955. 


As vice-president for advertising of the Wildroo: Com- 
pany, Mr. Maurer administers an advertising budget that 
exceeds $3,500,000 annually in the U.S. alone. He also 
supervises Wildroot advertising in Canada, Cuba, Mexico 
and British South Africa, where Wildroot has manufactur- 
ing operations, and in many other foreign countries where 
Wildroot products are sold. 


" Three years ago, Mr. Maurer was elected chairman of the 
board of the Association of National Advertisers, and is 
currently chairman of the board of the Advertising Research 
Foundation. Among his many other honorary positions are: 
Member Joint Committee ANA and AAAA for a Better 
Understanding of our Economic System; Member Public 
Relations Committee—Community Chest; Past Director, 
Point-of-Purchase Advertising Institute. 
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Medico Boosts Ad Budget 
Eee? | Medico Pipes Inc., New York, a 
| division of S. M. Frank & Co., 
jmaker of Medico filter pipes and 


; 
that you know depend on the Clipper for |cigaret holders, will increase its 
Art. adit 9 tte cbtigation. — ‘fall advertising budget 10%. Mag- 


azines and newspapers will be the 
hahah chief media used. E. T. Howard 


Sex 800m Peoria, Minsis 'Co., New York, is the agency. 
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There's nothing like the monthly Clipper for 
fast loyout in emergencies. BIG NAME firms 
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YOUNG MACDONALD 

HAS A FARM ....+ + «+ « 
The average age of The National 
Future Farmer subscriber is 16.73 
years. 


AND ON THIS FARM... =. 
Size of average FFA farm is 309.6 
acres. National average is only 
242.2 acres. 


HE HAS SOME ...+5: = 
79.99% FFA subscribers own guns! 
61.07% own fishing rods ; 23.69% own 
cars. Average income per boy is 
$894.99. And 48.61% FFA families 
own 41.9 beef cattle; 76.65% own 
22.9 dairy cattle; 67.250 own 38.9 
swine. 89.14% own one or more cars, 
79.39% own one or more tractors, 


and FFA subscribers help decide the 
make to be bought. 


AND HERE —- THERE —- EVERYWHERE 
YOU'LL FIND THE NATIONAL FUTURE FARMER 


Average yearly increase in circulation since 1952 is 28.33% .Now 175,000. 
Home readership is 3.46 persons per copy! 
No program is complete without a youth program — 


The National 


® Future Farme 


Owned ond Vubliched by the Future Farmers of America 


Box 29, Alexandria, Va. 


Phone Edgewater 9-5133 


GE Exec Urges 
All-Band Study 


of Allocations 


UHF-VHF Isn‘t Only 
Problem, Morlock Says; 
Cites 1941 FCC Survey 


Syracuse, N. Y., Aug. 28—A 
| General Electric Co. electronics 
jexpert suggested last week that 
jan immediate allocation study is 
needed of the entire radio fre- 
quency spectrum “lest further 
| progress in the nation’s communi- 
‘cation systems grind to a halt.” 
| William J. Morlock, general 
manager of GE’s technical prod- 
ucts department, said the needs of 
jall services with requirements in 
|the frequency spectrum should 
again be reviewed and the fre- 
quency allocation table be brought 
up to date with national require- 
ments. He pointed out that the last 
allocations study was made by the 
Radio Technical Planning Board in 
conjunction with the Federal Com- 
munications Commission in 1941. 

Addressing the eighth graduat- 
ing class of Syracuse University’s 
radio and television center, Mr. 
Morlock said that publicity and 
the actions of pressure groups in 
Washington are focusing national 
attention on a specific allocation 
problem, such as the current uhf- 
vhf television controversy, when 
in reality the basic problem en- 
compasses effective use of the en- 
tire frequency spectrum. 


@ Mr. Morlock said that in the 15 
years since the FCC made a 
thorough study of frequency allo- 
cations, “the expansion of the com- 
munications field and the electron- 
ics industry has been so rapid that 
future growth is being seriously 
curtailed by lack of spectrum space 
in many services.” The General 
Electric executive called the fre- 
quency spectrum “one of the na- 
tion’s most valuable resources.” 
Mr. Morlock said that in addi- 


jtion to the television problem, 


communications systems used by 
police, fire and other emergency 
services are handicapped because 


they cannot expand. 
In addition, he said, the com- 


SE ~—» MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED ¢-- ~~~ — —- ~~ | 


LANE AONE COE NNN RNR BR, Bee. deni 


“INDUSTRIAL MARKETING gives us a 
single source of sales promotion 
ideas with broad application” 


“A multiple-division company like ours 

has special need for a single source of industrial 
sales promotion ideas with broad application. 
Industrial Marketing is outstanding in this field.” 


writes ROSS BARRETT, Vice President 
Byron Jackson Co. 


Try a year’s service —— at our risk entirely — if 
you're not satisfied. Costs only $3 and includes 
a monthly copy of Industrial Marketing to keep 
you posted on all of the latest techniques, meth- 
ods and developments of selling and adyertising 


To: INDUSTRIAL MARKETING, 200 E. lilinois St., Chicago 11, Illinois 


to business and industry. Plus the 576-page 
Annual Market Data & Directory Number. You'll 
agree with Mr. Barrett that Industrial Marketing 
is a great idea stimulator. 


My Name__ Title 


Nature of 
Business__ 


J... Sate. 


City. 
CO $3 enclosed 


IMIS A S#STER PUBLICATION OF 


OD Bill firm 


ADVERTISING AGE 


© Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


AND ADVERTISING REQUIREMENTS 


Advertising Age, September 3, 1956 


panies along the road are being in 


ings. The Saturday Evening Post 


ADDS ADS—With an eye to reducing dining car deficits, the Pennsyl- 
vania Railroad is now selling space on its menus. In addition, com- 


wited to sponsor color pictures of 


their plants on the menu covers at an at-cost basis. The cover 
shown here features the brew house of Anheuser-Busch, St. Louis. 
American Security & Trust Co., 
cover for a series featuring color reproductions of famous paint- 


Washington, is using the back 


and American Telephone & Tele- 


graph Co. have bottom strips across the inside pages. Transporta- 
tion Displays, New York, is handling business for the Pennsy. 


mon carrier operators need more 
spectrum space to fill the needs of 
an expanding population. ' 

Mr. Morlock expressed the opin- 
ion that the electronics industry 
would cooperate with the FCC in 
an allocations study. 


Revlon Assigns Agencies 
for Augmented TV List 

C. J. LaRoche & Co., New York, 
will handle Revlon’s new give- 
away, “The Most Beautiful Girl in 
the World.” The debut of this 
show, which will be seen Mondays 
at 9 p.m., EST, on NBC-TV has 
been postponed until Oct. 22. In 


Census Bureau Will 
Start U.S. Housing 
Survey in December 


WasHINncTon, Aug. 28—The Bu- 
/Treau of Census will conduct the 
1956 National Housing Inventory 
starting in December. 

Enumerators will visit about 
380,000 homes in 21,000 pre-desig- 
nated small land areas located in 
638 counties and independent cities 
in all 48 states. The nine large 
metropolitan areas to be covered 
are Atlanta, Boston, Chicago, Dal- 
las, Detroit, Los Angeles, New 


the interim Revlon will present . 
re-runs of “Medic” in the time pe- | York, Philadelphia and Seattle. 

riod. The survey is designed to meas- 
Coincidentally, Revlon’s alter-| Ure the effect of the record-break- 


nate week sponsorship of “$64,000 |!" of volume of home building in 
Challenge,” which has been placed | Tecent years on the nation’s hous- 
through LaRoche, will be trans- | img supply, the first such measure- 
ferred to another Revlon agency, | ™€nt since 1950. ; 

Batten, Barton, Durstine & Osborn.| The Census Bureau estimates 
BBDO also handles “$64,000 Ques- | that 9,000,000 homes and apart- 
tion.” NBC-TV has released Rev-|™ents have been constructed in 
lon from its 26-week commitment | the past six years. Preliminary re- 
as alternate sponsor of the “Big | leases of the new study will be 
Story.” However, the company wil] #Vilable next summer, with final 
sponsor this show for two tele-|Teports due early in the fall of 


casts. LaRoche will place these | !957- 


telecasts. 
Green Named Copy Director 

Dana Heads WRCA Advertisin| William Green has been ap- 

Sam Dana has been named to| pointed copy director of Jordan- 
| direct the advertising activities of Sieber & Associates, Chicago phar- 
| WRCA and WRCA-TV, New York.|maceutical agency. Mr. Green 
|He replaces Milton Schwart, who! joined the agency as senior copy- 
'resigned to join the NBC account | writer in 1954. He also has been 
| group at Grey Advertising Agen-| with E. R. Squibb & Sons, New 
| ey. | York. 


' 


ARB Network TV 
Week of Aug. 1-7, 1956 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Program 
$64,000 Question (Revion, CBS) 
I've Got a Secret (Winston cigarets, CBS) 
Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
Lux Video Theater (Lever, NBC) 
What's My Line (Jules Montenier, Remington, CBS) 


Climax (Chrysler, CBS) 
Ford Theater (Ford, NBC) ....... 


ce On UUWa On 


TOTAL VIEWERS REACHED 
Program 

Ed Sullivan (Lincoln-Mercury Dealers, CBS 
Lawrence Welk (Dodge, ABC) 
I've Got a Secret (Winston cigarets, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
What's My Line (Jules Montenier, Remington, CBS) 
Best of Groucho (DeSoto, NBC) 
Gunsmoke (Liggett & Myers, CBS) 
Phil Silvers (Camel, CBS) 
10 lux Video Theater (Lever, NBC) 
*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 
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Coming 
Conventions 


Sept. 16-17. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
Fort Des Moines Hotel, Des Moines, Ia. 

Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 

Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. ¥ 


Sept. 27-28. First Annual Newspaper 
ROP Color Conference, sponsored by the 
American Assn. of Newspaper Represen- 
tatives, Advertising Agency Production 
Men's Club of Chicago and Art Directors 
Club of Chicago, Sheraton Hotel, Chicago. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 4-5. American Assn. of Advertising 
Agencies, Central Region, Sheraton-Black- 
stone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel Del 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-14. Intercity Conference of 
Women’s Advertising Clubs, Minneapolis. 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N. C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-23. New England Newspaper 
Advertising Executives Assn., Parker 
House, Boston. 

Oct. 22-24. Assn. of National Advertisers, 
annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 13-14. National Business Publi- 
cations, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


N.]. Republicans Name Agency 
Riedl & Freede, Clifton, N. J., 
has been named to handle adver- 
tising and promotion for the 1956 
Republican Presidential and con- 
gressional campaigns in New Jer- 
sey. Radio, tv, newspapers and 
brochures will be used. 


Somebody should tell her about 


non-glare TRU-SITE 


Just a pity glass has so much glare, 
one cart protect one's 
treasured pictures 


Madam should frame her pictures 
with NonGlare TRU-SITE glass 
ard so should you. 
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Visking Drive Offers Magic | 
Kit for Purchase of Sausage 

Visking Corp., Chicago, maker of 
cellulose sausage casings, will of- 
fer a magic kit containing 36 tricks 
in a six-week promotion—Oct. 22 
to Nov. 30—aimed at increasing 
sales for sausage retailers and meat 
packers. The kit will be available 
to consumers for 25¢ and proof of 
purchase of a package of any 
brand of skinless frankfurters and 
luncheon meats. 


with the Drug Leader 
Two-color pages will run in Life 


(Oct. 29) and Look (Nov. 13),| The San Francisco Call-Bulletin published more lines of retail drug 


backed by ads in grocery and meat | qdvertising in the first five months of 1956 than all other San Three rich Wes? Bay PS 


packing trade publications and i : i : 
point of sale material. Weiss & | Francisco daily newspapers combined. San F rancisco, San Mateo and 
Marin—make up the compact, 


Geller, Chicago, ,is Visking’ 
ne ee profitable TARGET MARKET. 
Heritage Appoints Tapner The most for your money where it counts the most . . . 


John Tapner, formerly vp of 


W. & J. Sloane Co., has been Re nied : ‘ SAN FRANCISCO - 
named senior vp in charge of mar-|@ a 
keting of Heritage Furniture Inc., — Regan & Schmi i A L a & u LL ETI ia 


High Point, N. C. 


on aes _eme 
4 KANGAROO? 


KY, 


N. Cc. 


ee es 
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’ 
’ 
‘ 
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’ 
’ 
1. 
‘ 
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No, that mystery shape isn’t really a kangaroo, If you attempt to cover the Central South with 
though it is jumping steadily higher and higher in a combination of other radio stations or with a 
consumer spendable income and in relative rank combination of newspapers in the area, the cover- 
among the nation’s top markets! age would still be incomplete—and the cost would 
be three to 15 times greater than that of a WSM 
custombuilt program. As for TV, all TV viewers 
in the market put together still represent less than 
half the market's buying power! 


Actually it’s a map of “The Mystery Market”... 
one of America’s richest... The Central South... 
a $2,713,371,000 market—richer than the cities of 
Denver and New Orleans put together ... or Atlanta 


and Dallas put together. 
For the full story on this unique situation, send 


A RICH MARKET, IN FACT, THAT'S _ for your free copy of our booklet, “The Mystery 
COVERED BY ONLY ONE MEDIUM...and Market”, containing complete facts and figures as 
that’s WSM Radio in Nashville. compiled by independent authorities. 


JOHN BLAIR AND COMPANY, National Advertising Representatives 
650 KC RADIO Nashvilie-Ciear Channel — 50,000 Watts 
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(14 years or over) rt Dnn0* 
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These Working Women Canno 

Be Reached By Daytime TV 
Sell Them Through The 


OSHKOSH 
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1SCONSIN 


DAILY 
NORTHWESTERN 


Printing’s 500th Anniversary 
to Be Marked This Fall 

This October, the 500th anni- 
versary of the origin of printing 
|will be commemorated, marking 
the half-millennium since the 
printing of the Gutenberg bible in 
1456. Among other activities, a 
| special newspaper supplement will 
|be made available to every news- 
paper in the nation for use as an 
added feature during Newspaper 
Week, Oct. 1-8. 

Heading up the quincentenary 
plans are Milton J. Goger, presi- 
dent of American Type Founders 
Co., and chairman of the executive 
committee; William Dwight, pres- 
ident, American Newspaper Pub- 
‘lishers Assn.; Robert D. Holbrook, 
chairman of the board, American 
Assn. of Advertising Agencies; 
David L. Luke Jr., president, 
American Paper & Pulp Assn., and 
George Meany, president, AFL- 
CIO, members of the executive 
committee. 


NBC Spot Sales Names Two 

Byron Goodell and Fred L. Net- 
tere have joined the tv sales staff 
of NBC Spot Sales, New York. 
Mr. Goodell formerly was with 
Meeker Co.; Mr. Nettere previous- 
|ly was with Katz Agency. 


VERSATILE—This cutaway drawing, suggesting 14 dif- 
ferent places where Titeflex couplings and metal 


Titeflex products. The ad appeared in Design News, 
Mill & Factory, Plant Engineering and Purchasing 


hose can be used, helped boost industrial sales of News in December, 1955. 


| ing a first-rate industrial distribu- 
| tion organization, one of the prime 
|objectives of the marketing cam- 
paign. 


Business Paper Success Story... 


Business Paper Ads Helped Titeflex 


|@ The response from distributors 


Offset Defense Contract Cutbacks 


SPRINGFIELD, Mass., Aug. 29— 
How does a company whose pro- 
duction has gone almost entirely 
into the hands of defense manu- 
facturers keep up its volume when 
defense output drops? 

That was the problem which 
confronted Titeflex, a manufactur- 
er of flexible metal hose and fit- 
tings for aviation engines, guided 
missiles and other ordnance uses. 

With lower defense production 
and a correspondingly reduced de- 
mand in these lines, the company’s 
logical and, as it turned out, cor- 
rect decision was to sell these same 
products to industry. It has done 
so, aided by forceful advertising, 
with marked success. 


Five years ago John D. Spauld- | 


ing, exec vp; John Phillips, vp, and 
Elbert E. Husted III, general sales 
manager, turned the advertising 
problem over to Arndt, Preston, 
Chapin, Lamb & Keen, Philadel- 
phia. 

The campaign, which began in 
1953, was planned to build indus- 
trial sales; obviously the products 
were suited to a wide variety of 
uses in manufacturing lines. 


® Advertising previously had been 
confined to a limited program in 
the aviation field. Virtually no 
sales force had been necessary. 

But an expanded approach to 
industry called for—and received 
—an immediate build-up of dis- 
tribution and sales operations 
through industrial channels, keyed 
to the advertising effort. 

The initial problem was that of 
acquiring with the least possible 
delay, a top-notch list of industrial 
distributors—this in a highly com- 
petitive field—while at the same 
time establishing the company in a 
favorable position in industry. The 
task of building a sales organ- 
ization was undertaken at the 
same time. 

Norton J. Bond Jr., account ex- 
ecutive at the agency, told AA that 
this admittedly difficult program 
was kept in mind in all aspects of 
the campaign, which featured the 
company’s Quick-Seal couplings 
and its line of flexible metal hoses. 
A striking yellow was used in all 
copy, becoming a sort of Titeflex 
trademark. 

The trademark itself, the com- 
pany name in a black oval, accom- 


panied all copy. Coupons were | 
used from the beginning, and they | 
continue to be used, to facilitate! 
requests for the two major catalogs 
— folders listing specific applica- 
tions. 


s One effective device used to 
promote the two lines simul- 
taneously in the same publications 
| was the use of paired two-thirds- 
|pages units, placed opposite each 
|other each thus reinforcing each 
| other. 

| “Sales have increased definitely 
|and sharply, at the somewhat sur- 
|prising rate of about 100% per 
| year in the past two years,” said 
| Mr. Bond. 

| “It is true that the company ac- 


| tually was starting from scratch so 
|far as industrial sales are con- 
|cerned. But we are all pleased at 
| the way in which business has re- 


| 


| sponded to the sales and advertis- | 
|ing campaign in the past three) 
years. 

“The company has established a 
highly favorable reputation as a 
supplier of quality hose and coup- 
lings for industrial use, in addition 
to the fine standing it enjoys in the 
aviation industry. 

“Also, the company has been 
aided by the advertising in build- 


has been so good that Titeflex has 
been able to exercise a high degree 
of selection, as of course it pre- 
ferred to do. It now has about 40 
distributors, strategically located 
in various parts of the country; a 
roster of 65 is the ultimate goal.” 

Titeflex advertising has been 
used effectively to keep distribu- 
tors informed of the company’s 
line in detail, and reprints are used 
continuously to aid both distribu- 
tors and salesmen. 

Initially the campaign ran in 
only three papers; now 18 papers 
and annuals are on the list. 

One point which ads have em- 
phasized consistently is the variety 
of uses in any industrial plant to 
which Titeflex products are adapt- 
able. One of the bleed color 
spreads used in the latter part of 
last year was headed: “Leakproof 
couplings and durable metal hose 
—versatile problem-solvers for 
any industrial plant.” An illustra- 
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VERMONT IS A 


SWEET 
MARKET 


To Tap this SOLID and SWEET 
market, address Room 516, Statler 


VERMONT ALLIED DA 
. eae Bennington Banner 
Brattleboro Reformer @ Rutland Heraid ¢ St 
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tion spread across both pages 
showed no less than 14 dif- 
ferent mechanical setups, boldly 
numbered, in which the metal hose | 
Se couplings products could be 


® After emphasizing that both | 
couplings and hose “are designed | 
to convey gases as well as liquids | 
under severe stresses of tempera-| 
ture, vibration, pressures, corro-| 
sion, or...any combination of| 
these or other common operational 
problems,” the copy suggested that | 
the reader “check this schematic 
drawing for use which may apply 
in your plant. One or more of! 
these applications may result in| 
faster, more efficient, cost saving | 
uses in your plant operation.” 

The company will continue its 
aggressive program, with equal 
emphasis on aviation and industry 
in general. Broader use of the 
products already is a part of the 
success of the program, and this 
aspect of the advertising and sales 
work will undoubtedly be contin- 
ued. As Mr. Bond commented, one 
phase of the campaign which was 
especially important was to estab- 
lish the fact that the company had 


Monsanto Sets 
Sept. 17 Debut for 
Super-Rinse All 


Sr. Louis, Aug. 28—Monsanto 
Chemical Co.’s “new super-rinse” 
all liquid detergent, containing a 
new wetting and brightening 
agent called “AE-160,” will be in- 
troduced in 24 eastern states this 
fall with an extensive newspaper 
ad series slated to begin Sept. 17. 

A schedule of 108 dailies in 85 
markets has been lined up for the 
push, each to carry a series of 
about eight or nine ads between 
Sept. 17 and Dec. 10. Pages, seven- 
column and 1500-line ads will be 
used, in four colors wherever pos- 
sible. 

Markets chosen for introducing 
the new version of all are areas in 
which a large majority of the 
country’s automatic washers are 
in use, according to Franklin J. 
Cornwell, director of advertising 
and sales promotion for Monsan- 
to’s consumer products division. 

Introduction of the new prod- 
uct in the West is not expected un- 
til sometime next year. 

Needham, Louis & Broiby, Chi- 
cago, is the agency. 


Fall Push Introduces 79¢ 
Cashmere Bouquet Lipstick 

Colgate-Palmolive Co., New 
York, has scheduled a magazine 
campaign to introduce its first 79¢ 
Cashmere Bouquet lipstick this 
fall. Cashmere Bouquet has hith- 
erto been marketed as a 29¢ and 
49¢ lipstick. Color pages will run 
in the September, October and 
November issues of Ladies’ Home 
Journal, McCall’s and Photoplay 
as well as the Aug. 20, Sept. 17 
and Oct. 15 issues of Life. 

Named Inner Glow, the lipstick 
will be promoted with the theme, 
“All-day color that won’t go flat!” 
Instead of the wide range of colors 
customarily featured for lipsticks, 
Cashmere Bouquet has limited its 
new selection to seven basic shades 
—thus simplifying the dealer’s in- 
ventory and the consumer’s selec- 
tion problem. Bryan Houston Inc., 
New York, is the agency. 


Frozen Foods Group Elects 
Earl French, vp of Red L. Foods 
Corp., has been reelected presi- 
dent of the Eastern Frozen Foods 
Assn., New York. Other officers 
elected are Walter Greenspan, 
Flagstaff Frozen Food Associates, 
lst vp; Gordon D. Murphy, Gor- 
don D. Murphy Inc., 2nd vp; Sid- 
ney Schwartz, Temple Frost Foods, 
3rd vp; Gilbert Augenblick, Hud- 
son Refrigerating Co., secretary, 
and Harvey Osborn, Byron A. 


Carlson Co., treasurer. 


AVIATION AD—Titeflex used ads like this to announce the 
ity to industrial users of its flexible hose made from 
Teflon. The unit was used last year in Aviation Age and Aviation 

Week. 


two separate divisions and two 


has helped sales. 


ee 


The list includes American Avi- | 
separate sales forces; this in itself|ation Directory, Aviation Age,' 
Aviation Week, Canadian Aviation, | 


Chemical Processing, Chemical En-; tion, Mill & Factory, 
gineering Catalog, Conover-Mast 
Purchasing Directory, Machine De- 
sign, Mechanical Catalog, Indus- 
trial Maintenance & Plant Opera- jas’ Register. 


Plant Engineering, 


New Equip- 


ment Digest, Petroleum Refiner, 


Purchasing 


News, S.A.E. Handbook and Thom- 


goods and 


availabil- 
Du Pont 


80 KING ST. WEST 
Gruneay Research Survey, 1955 


— "e pate eae Mere 
IN CANADA 


more than *4rds 
of all mejor 


4 


cidiitiecsic 
areboughtby 
readers of ihe 
TORONTO 


: 


- 


THE 
OREGONIAN. 


REACHES MOR 


oe 


4 


——~ 


INFORMATION 


E WOMEN 


C 


SS a — \ \ WN 
--: with 
TOTAL DAILY 
circulation 5] 309 CIRCULATION LEAD 
LEADERSHIP | OVER 2ND PAPER 
City Zone Lead — 12,189 


advertising 
LEADERSHIP 


Largest Circulation in the Pacific Northwest 


8,564,311 


City & RITZ Lead — 19,874 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER » 


Year: 1955 
LINES Retell Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 
233,219 Daily 


rue Oregonia 


296,260 Sunday 


Sources: ABC Publishers’ Statements for 6 months 

ending March 31, 1956; Media Records total 

advertising, less AW and TW, 1955. 

REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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Reader Holds ‘Did It Sell?’ 
as Basis of Ad Evaluation 

To the Editor: I have just com- 
pleted reading AA, Aug. 20, 1956, 
and one fact in particular sticks 


in my mind. Severaj of your good | 


writers certainly can punch holes 
in some of our current advertising 
copy. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


privilege of taking an ad apart, 
your readers, at least this one, 
cannot concur in the criticism 
without knowing the results of the 
ad. 

For a salesman, or an ad, there’s 
|just one yardstick. 

Did you get the order? 
| R. E. Carew, 
Boston. 


jenn down, smooching another 
stick, holding a Martini glass, stir- 
‘ring a pot, potting a starling, 
sitting down crosslegged, kneeling, 
| shooting a gun, using a telephone, 
|typewriter and roulette wheel, 
| scrubbing a floor, climbing into an 
| There is, after all, some satisfac- | upper—all in front, back and side 
tion in knowing that what came views; in fair weather and foul. 
out of a similar brown bottle or None of the foregoing detracts 
shiny can yesterday or a week ago, in any wise from my enjoyment of 
| will gush forth in a similar state Mr. Pinson’s work. In fact, I’m 
}on a later occasion. looking forward to the day he pub- 
And speaking of change and/lishes in easy-to-use book form. 
constant improvement, which you Our art director has already noted 
hold in high esteem, have you ev-| an improved level of visualization 
|er considered the mechanical im-| in my stuff. I've even noted an oc- 


Walter O'Meara takes a healthy 


clout at the copywriters for Wins- | 
ton and Coca-Cola. more right. The only completely 


The Creative Man tees off on sensible way to evaluate adver- 
the Pabst copywriter, and Clyde ‘ising is on the basis of results— 
Bedell sounds off about the: ut assessment of results is usually 
“faults” in the ad for Pontiac. | not the easiest thing in the world. 

It could very well be that their | bd ° bd 
criticism is accurate and well| Disputes Creative Man's 
founded, but before agreeing with| Assessment of Pabst Ad 
them, I would like to know one! To the Editor: Re The Creative 
thing: | Man's Corner, in your Aug. 20 Is- 

Are the ads in question selling | sue— 
the merchandise? Who cares that Pabst is always 

The agencies handling these ac-| the same in every way? Only the 
counts have some mighty capable guy and gal who buys and quaffs 
copywriters on their payrolls.|it...that’s all. Frankly, I can’t 
Their job isn’t to compete with the| think of any two more important 
literary experts. Their job is to| people in the world upon whom 
sell the goods. | I’d like to impress my message of 

While your writers have the/ uniformity. 


——, 


You milk more out of your advertising 
budget with low-cost-per- 
impression signs of SCOTCHLITE 
Highway signs of ScOTCHLITE Sheeting give you advertising 
“cream” at skimmed milk prices! Yes, recent surveys prove that 
signs of SCOTCHLITE Sheeting give you highest readership at /owest 
cost! These brilliant, colorful, signs sell your name day and night 
in fair weather or foul! For a free demonstration on how you can 
ut éxtra mileage in your advertising budget, write Minnesota 

Mining & Mfg. Co., ‘so AA -936, St. Paul 6, Minnesota. 


, dtrad 


rk of Minnesota Mining & Mfg. Co. 


“SCOTCHUTE” Reflective Sheeting is o regi 


to assure uniformity under 
|present-day production stresses. | 
| That is to say nothing of uniformi-_ 
\ty in production from plant to) 
plant, thousands of miles apart. 
The answer to “What’ll ven! 
have?” can apply to any packaged 
product. The same color and 
flavor—and in the case of beer, 
carbonation, that you received the 
first time you purchased the prod- 
uct—should be there henceforth. 
To say flatly that the ad is un- 
distinguished hurts. The fact that. 
it is one color and black raises it 
above the run-of-the-mill black 
and white ads—both in reader- 
ship and results. 
CLIFFORD A. WENTHUR, 
The Milwaukee Journal, ROP 
Color Service, Milwaukee. 


Drawthinks Lessons Should 
Back Up, Follower Thinks 


a couple of issues, but the Draw- 
| thinks in the Aug. 20, 1956 Apver-'| 
| TISING AGE represent an advanced | 
level of expression to which I’m 
| No more able to aspire than would 
Pinson himself aspire to Rock Hud- 
son’s means of communication. 
(I’ve seen Pinson.) 


He can’t be too basic for the 


likes and needs of me. In fact, he’d 
better stay basic if he plans to 


Mr. Carew couldn’t possibly be| provements and changes necessary casional “ah” where only “ugh” 


existed pre-Pinson. 
Criare G. McQuar, 
Ross Coles & Co., Chicago. 
& . 
‘Bargain Price’ Danger Is 
Theme of Houston Ads 
To the Editor: We thought you 
might like to look over the at- 
tached ads which are part of a 
series specifically designed to ed- 
ucate patients about the danger of 
“buying” glasses on price alone. 


Before you are fitted with glasses 
anywhere at any price... 


To the Editor: Maybe I missed) 


Deters you ck you preows wght On Bergen preed glares 
ok yourssll 4 worth the gamble Your eyes ore pricetens You 
On! end need the fines! persia vnon Dent ob the emer tenty 
nvetved 9 saving © dole: @ tee Te be ture of precnen vines oF 
the lewew pewible cowl” wae TENAS STATE OPTICAL Thaw few 
Qrerentes of complete setatecnen 6 6. dened by meorly ) = bon 


wetted perenn we red dong he pent 2) years 


"for exemple 


project his presence among other 


| AA regular feature contributors a 
| goodly number of years into the 
future. These others have found 
| the equivalent to a small annuity 
by giving us the same basics over 
and over again and nobody com- 
plains. And many of us profit. 
So, how about Paul backing up? 
For instance, the Fatheads get to 
be a little problem when I want 
to show one in profile, quarter, 


another; or behind the wheel of an 
automobile. 

When Maitre Pinson makes me 
fairly proficient in these repre- 
sentations, he has the whole in- 
exhaustible field of stick figure 
action before him. I’d like to re- 
fer to a file of boy, girl and baby 
sticks running, pushing, pulling, 


three-quarter and back views; or | 
in a crowd; or smooching one) 


| This is a serious problem in 
|Texas, where people who need 
| glasses are often lured into being 
| fitted for glasses by firms which 
advertise $7.95 and $9.95. Actually, 
these are “come-on” prices and 
patients end up paying as high as 
| $45-$60 for their glasses. 

Other optometrists have clouded 
the water by advertising glasses 
at “one price only,” assuring pa- 
tients they can get the same fine 
quality and frames that would 
cost them $30 alone elsewhere. The 
propositions are both preposterous, 


Advertising Age, September 3, 1956 


,of course. 

| Texas State Optical is a highly 
professional and ethical chain 
| which employs only the best op- 
'tometrists and uses finest materi- 
‘als. They offer a real value and 
have been leaders in promoting 
better ophthalmic practices for 
many years. The result: almost 
3,000,000 satisfied patients in 21 
| years. 

I offer this explanation so you 
will examine these ads in context 
with the existing situation. Our 
client and we both believe the 
copy will do the educational job 
that has to be done. 

T. F. Keapy, 

Vice-President, Ruthrauff & 

Ryan, Houston, Tex. 

* * e 


Galling? You Said It! 

To the Editor: The coincidences 
in this publishing business can be 
galling, can’t they? 

For your Aug. 20 issue, the man 
who makes up the Voice of the 
Advertiser decides to use a 
pleasant, complimentary letter 
about James D. Woolf, signed 
by A. J. Welch of Wilson, Haight, 
Welch & Grover—and in that same 
issue, up pops James D. Woolf with 
a pleasant, complimentary column 
about Wilson, Haight, Welch & 
Grover. 

Down with any wise guys who 
will claim to know why Mr. Welch 
wrote, “For some weeks past I 
have been disturbed and disap- 
pointed not to find [the Woolf] 
column in AA.” 

Ep WALZER, 
Editor, Food Business, Chicago. 
© o » 


American Research Bureau 
Made Conventicn Study 

To the Editor: We should like 
to call your attention to the fact 
that the Democratic convention 
audience study mentioned in your 
“Last Minute Flashes” column 
(Page 1, Aug. 20 issue) was con- 
ducted for NBC by the American 
Research Bureau (ARB) and not 
the “Advertising Research Bu- 
reau” as noted. 

Lorin S. MyYErs, 

American Research Bureau, 

New York. 

AA’s editors apparently were 
suffering from convention-itis. Mr. 
Myers is, of course, correct. 

e * aw 


It's a Fair Exchange 

To the Editor: Re Gladys and 
direct mail paper clips (AA, Aug. 
20). This is a fair exchange, when 
you consider the amount of mate- 
rial supplied to the mail order 
houses by newspapers and maga- 
zines as packing material for their 
outgoing orders. 

FRANKLIN C. WERTHEIM, 
Direct Mail Consultant, Ja- 
maiea, N. Y. 


MEREDITH 2adéo and Televison STATIONS | 
attiliated with Better Homes and Gardens ana Successful Farming magazines 
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IN THE MIDDLE—Miss Universe was misplaced in a recent AA picture 
caption. Carol Morris, Iowans point out, is the one in the center. 


truth about English grammar and 
usage once and for all? 

The use of “like” as a conjunc- 
tion is NOT an illiteracy. It is, at 
worst, colloquial, and therefore 
appropriate in all but the most 
formal writing. “As” is an over- 
worked and ambiguous’ word. 
“Like” has a clear, distinctive 
meaning and concrete force that 
make it far more exact and em- 
phatic in a comparison than “as” 
can be. It is an improvement in 
English syntax. 

Once again I issue a challenge 
living grammarian or linguist 
who will agree that this use of 
“like” denotes illiteracy. 

“Like” has a long history as a 
conjunction. It was used by Shake- 
speare and his predecessors—a 


slightly silly when he asks, “Is all 


Iowans’ Wrath Loosed;: 
Miss Universe Identified 
To the Editor: Brace yourself 


lest the wrath of countless Iowans summed up 


grammarians, 


that somebody’s old high-school 
text, with its 10th-hand repetition 
of the fallacies of 18th-century 
the 


this violence to the language of 
Shakespeare really necessary?” 
Shakespeare, Mr. O’Meara, was'a 
great innovator. 

Today, “like” is used by many 


that has been ignored: Find one) 


with any scholarly standing at all | 


fact that makes Mr. O’Meara look | 


persons in good social standing—| Universal Reprinis Report 
doctors, lawyers, accountants, col-| gn Matchbook Ad Survey 
lege professors and presidents, | To the Editor: In the Aug. 13 
clergymen and advertising men./jssue of ADVERTISING AGE there ap- 
Therefore the word itself is in| ared an article on Page 24 
good social standing, despite any | which dealt with the impressive 
foolishness that appears in 19th-/| survey of matchbook advertising 
century textbooks. conducted by a Johns Hopkins stu- 
The real snobs are those who is-| dent. 
sue pedantic prohibitions in the) We would appreciate permission 
face of widespread idiomatic usage. to use this article in a reprint we 
Those who ignore discredited are preparing. 
“rules” are within their rights. SHEPARD HENKIN, 
CHARLIE SHAW, Director of Sales Promotion, 
Advertising Manager, Tekni- Universal Match Corp., St. 
Craft, Rockton, Ill. Louis. 
} 


The Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manu- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 

20 Million Homes with 

Gas Water Heaters. 
Write for tull facts: 


and all Ottumwans be loosed 
against you! When you pictured 
Carol Morris of Ottumwa, Ia., 
(“Miss Universe”) on Page 50 of 
your Aug. 20 issue, you failed to 
identify her correctly. 

So that the beauteous Carol may 
be properly presented to your 
readers, I enclose a picture taken 
just before she left Ottumwa on 
her march to the “Miss Popu- 
larity,” “Miss U.S.A.” and even- 
tually the “Miss Universe” title. 


You'll note she posed with another 
red hot item which we introduced 
to the market that same week— 
Morrell Pride Golden lard. 

A friend just wrote: “You people 
certainly must live right in Ottum- 
wa. You pick a model for publicity 
shots and then have her go on to 
win the ‘Miss Universe’ title ...!” 

Houuts F. Peck, 

Manager, Public Relations De- 

partment, John Morrell & Co. is 

Ottumwa, Ia. 


To the Editor: Better take 
another look (they’re easy on the 
eyes) at the upper left-hand photo 
in the photographic review . ..the 
lady in the center is Miss Morris, 
not on the right hand, as you have 


But, you’re excused. Your many 
readers wouldn’t mind one bit, if) . 
you ran the photo again, with cor- 
rection. 

ALLAN K. JENSEN, 

Commercial Artist, Audubon, 

Ia. 


* @ e 
AA Reader Takes Exception to 
O’Meara’s Criticism of ‘Like’ 

To the Editor: It looks like 
Walter O’Meara (See “Just Look- 
ing,” AA, Aug. 20) has taken a 
seat in the front row of the lin- 
guistically misinformed, along with 
Aesop Glim, Joseph Benge of Er- 
win, Wasey & Co., and others who 
think that “like” is an illiteracy 
when used as a conjunction. 

Why this refusal to accept the 
facts of usage and the reports in 
modern dictionaries, grammars, 
and handbooks? Why the notion 


and performance. Immedia 


Louisville’s 
BEST KNOWN FIGURE 


The WHAS-TV Channel 11 figure dances up a storm to 
promote Stokely Van Camp’s “Hayloft Hoedown” on promotion 
slides. On other occasions, he points to Pillsbury Ballard’s 
“Stars of the Grand Ole Opry”. 
He’s a dependable little guy, backed by power, personnel 
tely recognizable, he is the figure 


people in this market tune to and depend upon. During 
it. every telecast hour, he reminds viewers of excellent 


Channel 11 programs. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 


programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Just to keep you informed about 
what goes on in the world, Septem- 
ber 10th to 16th is National Soft 
Water Week, and following comes 
Tentative National Sweater Week, 
the 17th to 23rd. Now there’s a situ- 
ation for you. Either it’s a sweater or 
it ain’t, seems to us—this is no time 
for puzzles. Then there’s National 


Dog Week from the 23rd to 29th, 
and Anthracite Week the 17th to 
23rd. Think we'll start a Be Kind to 
Burgoyne and Give him an Order 
Week. 


x «ek 


Remember the taste of maple 
syrup on pancakes and waffles when 
you were very young and your taste- 
buds hadn’t been introduced to 
Martinis and tobacco? A progressive 
food laboratory recently developed 
a powdered maple flavor, put up in 
a handy envelope, for making table 
syrup. It’s easy and quick to add 
sugar and water and make a very 
flavorsome product, and housewives 
can stir up only enough for one day’s 
use if they wish, saving storage and 
spoilage. The inventors figured deal- 
ers would like the small shelf space 
needed, plus the no-breakage and 
no-spoilage angles. Burgoyne ran 
panel tests in Rockford, South Bend 
and Tacoma, found dealer and con- 
sumer acceptance high, and you can 
probably buy this confection in your 
own friendly (who threw that!) 
super-super-super right now. 


x** 


In spite of the monumental promo- 
tion of electric razors, there are mil- 
lions of men who still remove their 
whiskers with conventional razors 
and lather. A manufacturing chemist 
who wanted a share of the shave- 
cream market developed a good, effi- 
cient suds and packed it in a pressure 
can to make everything easy. Bur- 
goyne was enlisted to run panel tests 
in Roanoke, Indianapolis and Colum- 
bus. Result—not good enough to put 
the product in the big money. When 
you have a new item you want to try 
out at a minimum of cost, Burgoyne 
is the lad for you to see—he can give 
you straight dope at low-down cost. 
Today is the day to find out what 


Siof Young & Rubicam, has joined 


GIRST WATIONAL BANK BLDG., CINCINNATI 2, OHIO 


Douglas Lurton, 
Editor, Publisher, 
Is Dead at 59 


New York, Aug. 28—Douglas E. 
Lurton, 59, vp of Funk-Lurton 


Publications, died yesterday of 
cancer at White Plains Hospital | 
after a long illness. Born in Mon-| 
ticello, Minn., he attended North | 
Dakota University, and in 1920 he} 
became a reporter on the Minne-| 
apolis Daily News. Later he be-| 
came drama editor and city editor. | 
He joined Fawcett Publications | 
here about 1930 and was supervis- | 
ing editor from 1932-36. In the) 
latter year he joined the old Lit- 
erary Digest as managing editor. 

In 1937, Mr. Lurton and Wilfred 
Funk organized Funk-Lurton Pub- 
lications and brought out Your 
Life. Later they added Your 
Health, Your Personality and 
Woman’s Life. Mr. Lurton was 
editor and business manager of 
the group until his death. From 
1942 to 1950, he also was vp and 
business manager of Wilfred Funk 
Inc., book publisher. 

He was editor of and collabora- 
tor on several religious books, and 
in 1942 he wrote and published an 
analysis of the Roosevelt adminis- 
tration’s foreign policy from 1933 
to 1941. 

Mr. Lurton was a member of the 
Academy of Political Science, the 
Society of Mayflower Descendants 
and the Players Club. 


DEWITT E. NORTHAM 


IT’S THAT TIME—Motorola is promoting its back-to- 
school campaign with trade and consumer adver- 
tising, including a horizontal half-page spread in 


ios, Phonos and TV 


September issues of Esquire and Collier’s. Shown 
here is a window banner enlargement of the con- 
sumer ad art work. Leo Burnett Co. is the agency. 


Manoff Retains 
Welch Account 
in Sale to Co-op 


(Continued from Page 3) 
group of grape growers in several 
States. It started with 891 mem- 
bers. Today it has 4,600 members 
in ten states. Last year it delivered 
81,000 tons of grapes to Welch. 

Shortly after its organization, 
the association entered into a prof- 


Cricaco, Aug. 28—DeWitt E. 
Northam, 76, former newspaper 
representative, died Aug. 22 of a 
heart attack in his home. Mr. 
Northam worked for the old Ben- 
jamin & Kentnor company and al- 
so was employed by Reynolds- 
Fitzgerald Inc. for five years. 
During the real estate boom in 
manager of the Tampa office of | 
the Jacksonville Times-Union. He! 
retired in 1935. Born in Aurora, | 
lll, Mr. Northam attended the! 
University of Chicago. 


EDWARD C. SUTTER 
GLasTonBuRY, CONN., Aug. a 
Edward C. Sutter, 56, vp in charge | 
of international operations of J. B. 
Williams Co., manufacturer of | 
shaving and toilet soaps and toilet | 
preparations, died Aug. 25 at Hart-' 
ford Hospital after a long illness. ' 
Mr. Sutter had been with Williams ' 
for the past 17 years. Before that! 
he had been with J. Walter | 
Thompson Co. for 16 years, in the! 
agency’s offices in Europe and. 
Argentina. Mr. Sutter has been ac- | 
tive in the Export Managers Club 
of New York for several years. 


Young Adds Three Stations 

Young Television Corp. has been 
named national representative for 
WEHT, Evansville, Ind., replacing 
Meeker TV. Young previously was 
the station’s regional representa- 
tive in St. Louis. Adam Young Inc., 
affiliated radio station representa- 
| tive, has been named to represent 
|KOWH, Omaha, and WGMS, 
Washington, recently purchased by 
RKO Teleradio Pictures. KOWH 
formerly was represented by H-R 
Representatives. 


John Sias Transferred 

John B. Sias has been shifted 
from the Chicago to the New York 
tv staff of Peters, Griffin, Wood- 
ward, radio-tv station representa- 
tive. The resulting vacancy in the 
Chicago office will be filled by 
Arthur H. Curtis Jr., formerly 
with George P. Hollingbery Co. 


Bates Names Kingman Moore 
Kingman T. Moore, previously 


| 


|Ted Bates & Co. as a tv-radio 
supervisor. He will be assigned to 
the agency’s Hollywood office 


it-sharing agreement with Welch. 
|Under this plan, annual proceeds 
| from the sale of grape products by 
Welch were paid to the cooperative 
jafter operating expenses and 10% 
,of net sales were deducted. The 
|10% represented the company’s 
gross profit. 

This arrangement, made by the 


Florida from 1925 to 1927, he was|C°oPerative with J. M. Kaplan, 


president of Welch and major 
stockholder, worked out well for 
both the company and the associa- 
tion. To protect its future interests, 
the cooperative sought complete 
ownership of the processing and 
marketing facilities necessary to 
handle its members’ crops. 


® In 1955 the company had a vol- 
ume of $37,000,000. In addition to 
bottled grape juice, the Welch line 
includes frozen grape juice, grape 
jelly, grape jam, Fruit-of-the-Vine | 
(a grape preserve), tomato juice 
and Refreshment wine (in a white 
bottle). 

As reported earlier this year 
(AA, Feb. 6) both Welch’s frozen 
and bottled juices are supposed to 
have more than 50% of the market 
—perhaps as much as 65% and 
75%, respectively. 

Welch’s grape juice dates back 
to 1869, when Thomas B. Welch, a 
dentist, became interested in de- 
veloping a non-alcoholic wine for 
use in communion services for his 
church. His product became so 
popular that by 1878 he and his 
son were producing nearly 500 
bbls. a year. By 1880, the output 
was 10,000 gals. a year. 

Welch’s grape juice became na- 
tionally known in 1893 at the Chi- 
cago World’s Fair, where Dr. 
Welch gave out samples with a 
lecture on prohibition. 


® Early advertising stressed this 
anti-alcoholic theme with such 
headlines as “The beverage with 
neither remorse nor regret.” Wil- 
liam Jennings Bryan, Democratic 
presidential candidate and later 
secretary of state in Woodrow 
Wilson’s cabinet, started serving 
grape juice at official functions. 
Secretary of the Navy Josephus 
Daniels flouted tradition and 
banned the Navy’s rum issue, re- 
| placing it with grape juice at the 
time of World War I. 

Up to about six years ago, 
grape juice advertising emphasized 


after a brief stay in New York. 


the product’s therapeutic value. 


Then it was advertised as a soft| Petry Forms Plans Board; 
drink and was pushed at soda | Appoints Miller to Staff 


fountains. In 1950, Welch bought 
“Howdy Doody” (NBC), and grape 
juice became a popular favorite of 
millions of youngsters. 

Frozen grape juice was intro- 
duced about 1949-50; it is now 


selling almost as much as the bot- | 


tled product. 


| 
| 


Edward Petry & Co., New York, 
radio-tv station representative, has 
set up a plans board to be headed 
by Tom Knode, vp and general 
manager of the company’s tv divi- 
sion. Others on the board are Wil- 
liam Maillefert, vp in charge of 
radio; Martin Nierman, eastern tv 


: sales manager; Jim Eshleman, 
s Since the war, Welch has had | eastern sy sales manager; Louis 
five agencies—Buchanan & Co.;| 4 Smith, western tv manager; 
Lennen & Mitchell (now Lennen & | john Ashenhurst, western radio 
Newell) ; Doherty, Clifford, Steers | manager; Charles Philips, tv sales 
& Shenfield; Kenyon & Eckhardt, geyelopment manager; Robert 
and Richard K. Manoff Inc. Hutton, tv promotion manager; 
Mr. Manoff was formerly with | Bi) Steese, radio promotion man- 
K&E. When the latter agency took ager; Lee Redfield, special services 
on Pepsi-Cola last December, he} girector for tv, ‘and Bill Cart- 
opened his own agency and took! wright, manager of the Detroit of- 
the Welch account. It was a fice 
natural, because he previously had Pet also has a inted Robert 
been Welch’s advertising manager. Miller. formerly ar WINS, New 
Mr. Kaplan became president yory a radio sales executive. 


and principal stockholder of 
Welch’s in 1945. Under his direc- 
Comtving 
got you down? Get the 


of Concord grapes are grown. 

Most of the company’s current 
$2,000,000 advertising budget goes 
into tv. 


tion the company has expanded 

greatly. Currently, it owns and op- 

erates nine modern grape process- 

ing plants, situated in each area of 

the country where large quantities 

Visual 

COPY-CASTER 
Discover for yourself how much faster, easier ond 
more accurately you con copyfit all type jobs with 
this new, complete’ ly revised Hobervie . Tens of 


‘Glamour’ Names Groberg 

Robert L. Groberg, formerly di-_ 
rector of advertising and public 
relations of Paul Parnes Corp., 
has joined the sales staff of Gla- 
mour, New York. 


lors i 
copy-coster. Why don't you? At your ortist 


store or direct. Complete with gouge, only $7.50 
| 
| 


THE HABERULE CO. 

BOX AG-245 + WILTON, CONN. 

Broke With Prosperity 
Did ever hear of the fellow who was doing 
so much business, he couldn’t hardly pay his bills: 


It can happen. 

Down here in the heart 
of Florida, where our 
newspapers dominate 5 
prosperous counties, with 
400,000 people maki 
and spending $500 mil- 
lion a year, we have pur- 
chased our third press in 
five short years. 

Now, we're scratching 
around for a down pay- 
ment on a fourth press. . . 
We run as many type- 
setting machines as 
Tampa and Jacksonville, 
whose papers we outsell 

four to one in our five counties. 

Business is fine with us, because our people have 
money . . . And they’re spending it so fast with us 
that they’re keeping us broke buying new machin- 
ery.* 

ORLANDO [FLORIDA] SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 


National Representatives Burke, Kuipers & Mahoney 


*Because we’re still on a cash basis, and, foolishly, 
wish to own all our own stock and our own news- 


papers. 
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Use Local Direct Mail to Buttress 
National Ads, Martin Advises MASA 


(Continued from Page 3) 
to Orville (Bus) Reed, of Orville 
Reed Advertising, Howell, Mich. 

“Do the obvious thing in a dif- 
ferent way,” said Mr. Reed. “Tell 
about something your client’s 
product has, something which a 
competitor also might have but has 
not talked about.” __ 

Mr. Reed urged copywriters to 
study a client’s products carefully 
and write down any and all ideas 
that come to mind. Testimonials 
received by companies are a good 
source for copy ideas, he said. 


® Direct mail companies should 
concentrate on selling the compa- 
ny’s corporate personality through 
their own medium and publicity, 
according to Hal Burnett, president 
of Burnett & Logan, advertising 
and public relations agency. 

“You should convince your cus- 
tomers and prospects that you are 
in a highly skilled and creative 
business,” Mr. Burnett said. “And 
the most effective way to do this 
is through your own medium.” 


s Walter Haise, of Carr Organiza- 
tion, Milwaukee, also urged MASA 
members to use direct mail more 
consistently to promote their own | 
shops. 

“How can anyone convince oth- 


ers that direct mail is an effective 
advertising medium if he doesn’t} 
use it himself?” Mr. Haise asked. | 
Direct mail shops should plan per- 
sistent campaigns of mailings pro- | 
moting themselves and should do 
just as good a job on these cam-| 
paigns as is done for paying 
clients, he added. 

“The easy way out is to use syn- 
dicated material,” Mr. Haise said. | 
“Even a dull mailing campaign of | 


your own is better than none.” | 


| 


® Direct mail companies should 
build better relations with cus- 
tomers, prospects and suppliers 
through good public relations, said | 
Howard Overback, of Taylor & Co., 
Portland, Ore. 

He pointed out that his company 
incloses thank you letters with in- 
voices sent to customers. “This 
seems to soften the blow a little,” 
he said. 

The telephone is a good way of 
maintaining better relations with 
suppliers and clients, Mr. Over- 
back added. “And also, treat your 
suppliers well, even though you | 
are doing them a favor by buying 
their goods,” he said. “You never 
can tell when they will throw some 
business your way.” 


s Lewis L. Fink, president of 
Lewis Advertising Co., Baltimore, 
was elected pres- 
ident of MASA. 
He succeeds D. 
W. Hacker, of 
Detroit. Mr. Fink 
has been ist vp 
since 1954 and 
also is serving— 
his second three- 


tors. 
Other new of-| 
ficers are Giles B. McCollum, vp} 


Minneapolis, and Commercial Let- 
ter Inc., St. Louis. 

Another Boston company, Amer- 
ican Mail Advertising Inc., cap- 
tured the President’s Plaque, 
awarded for the best creative di- 
rect mail campaign conducted for 
a client. The plaque was donated 
by D. W. Hacker, Detroit, retiring 
MASA president. Bodden & Dechy, 
Brussels, Belgium, was runner-up. 


® First prize winners in the me- 
chanical production division were: 
Michael Press Corp., New York, 
offset (over 10x14 presses); Aero 
Mail-Vertisers, Milwaukee, mimeo- 
graphing; Sampson & Johnston 
Inc., Detroit, multigraphing; Wat- 
son-Brooks, San Francisco, offset 
(10x14 presses), and Lenz Letter 
Service, varityping and IBM com- 
position. 

Other top award winners were 
Cleveland Letter Service, offset 
and letter shop advertising ex- 
changes; Mills Telephone Answer- 
ing Service, St. Cloud, Minn., 
mimeoscope exchange, and De- 
pendon Addressing Service Inc., 
office forms division. 


CHARLES DOWNS WINS 
MILES KIMBALL AWARD 

Cuicaco, Aug. 29—Charles S. 
Downs, vp in charge of advertis- 
ing and public relations of Abbott 
Laboratories, North Chicago, yes- 
terday was pre- 
sented with the 
Miles Kimball 
award, the high- 
est honor in di- 
rect mail adver- 
tising. 

Mr. Downs re- 
ceived the award 
at the closing 
luncheon at the 
35th annual con- 
vention of the 
Mail Advertising 
Service Assn. He is the fifth win- 
ner of the award, which is pre- 
sented annually by MASA to the 
person who has made the most 
outstanding contributions toward 
more effective use of direct mail 
advertising. 

Mr. Downs joined Abbott in 
1930 as a copywriter and five years 
later was named advertising man- 
ager. He was elected a company 
director in 1944 and became a vp 
two years later. He is president of 
the Mail Advertising Club of Chi- 
cago and a director of the Chicago 
Federated Advertising Club. 

Other winners of the award— 
named for the late Miles Kimball, 
direct mail pioneer of Oshkosh, 
Wis——are Homer Buckley, co- 
founder of Buckley-Dement & Co.; 
Edward N. Mayer Jr., president of 
James M. Gray Inc., New York; 
Henry Hoke, editor and publisher 
of Reporter of Direct Mail Adver- 
tising, and Leonard J. Raymond, 
president of Dickie-Raymond Inc., 


Charles $. Downs 


year term as a| 3 - 
member of the} & 
board of direc-| im 


a 
. 


of the direct mail division, Reuben | § 
H. Donnelley Corp., Chicago, Ist) 


vp; Jeannette Cayford, Typing 
Service, Montreal, Canadian vp; 
Jean Watson, Watson Brooks, San 
Francisco, western vp, and Les W. 
Gaupp, Advertisers Associates Inc., 
Pittsburgh, treasurer. 

The Hub Mail Advertising Serv- 
ice Inc., Boston, won the John 
Howie Wright Cup for the best 
creative advertising program for a 
direct mail concern. Second and 
third place winners in the category 
were Bachman Letter Service, 


CURTIS C. ROGERS has been advanced 

to exec vp and general manager of 

all client-service and sales divi- 

sions of the Market Research Corp. 
of America, a new post. 


wake to the 
music 
of the 
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with a 
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Televhron Timers | 
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HAPPY WAKING—Color pages and spreads will appear every week 

during November in Life and The Saturday Evening Post, to help 

spread the word about “Wake to Music Month.” The promotion 

is being spearheaded by Telechron Timers with the cooperation of 

set manufacturers, record companies, broadcasters and 34 record- 
ing stars. N. W. Ayer & Son is the agency. 


CBS Memos, ‘Bread-and-Butter’ Letter 
Contained in House Group Transcript 


(Continued from Page 1) 
barrassed over the release of cor- 
respondence than Hart S. Cow- 
perthwait, chief of the rules and 
standards division of FCC’s broad- 
cast bureau. 

His “bread and butter” letter of 
Aug. 31, 1954, to Stuart V. Willson, 
president of Northern States Pow- 
er Co., Eau Claire, Wis., acknowl- 
edging help in obtaining his job at 
FCC, turns up as one of the ex- 
hibits snatched from the CBS files 
by sharp-eyed committee investi- 
gators. 

On Sept. 7, 1954, the Cowper- 
thwait note had been forwarded by 
Willson to Dorsey Richardson of 
Lehman Bros. Corp., New York. A 
covering letter volunteered, “I 
don’t know whether you or the 
Columbia Broadcasting System can 
use my association with Hart to 
any advantage. I remember, how- 
ever, you and I talked about him 


as well as John Doerfer, who is one 


of the commissioners.” 
Two days later, the Cowper- 


thwait and Willson letters were en- 


route to Dr. Stanton. Mr. Richard- 
son, who was a director of CBS at 
that time, explained that Willson’s 
son is married to his (Richard- 
son’s) daughter, and that he gath- 
ers that Commissioner Doerfer is 
an old friend of Willson’s. “If there 
is any way you think these rela- 
tionships could properly be utilized 
for the benefit of CBS, I would be 
very glad to cooperate.” 


® Richardson asked for the letters 
to be returned, and Dr. Stanton 
returned them—after making cop- 
ies. His note of acknowledgment 


declares, “both letters which ac- 


companied your personal note are 
of great interest to me.” 

“I have put off acknowledging 
them because I expected moment- 
arily the announcement which 


»|came last weekend regarding the 


appointment of a chairman of the 
FCC. As you know, there was some 
talk about the appointment of 
John Doerfer. 

“I do not know what effect 
George McConnaughey’s appoint- 
ment as chairman will have. It is 
rumored that he is committed to a 
number of important changes in 
the FCC staff. This will bear close 
watching because, with one excep- 


| | tion, the key staff members are all 
'icarryovers from the Roosevelt- 


Truman period. 

“Perhaps we will know more by 
the time of the next board meeting. 
At any rate, I will discuss it with 
you as the time approaches for 
critical decisions involving cases 
which we have pending before the 
commission.” 


documents is the brief memo which 
Mr. Stanton retained regarding a 
phone conversation with commis- 
sioner Robert E. Lee at 9:45 a.m., 
Aug. 13, 1954. 


® Mr. Stanton’s paraphrase of the 
conversation reports Lee saying as 
follows: 

“I have given a little bit of 
thought and study to our problem. 
I would say on the Chicago thing 
— it’s my impression that you have 
nothing to worry about. I don’t 
think anything would be jeopard- 
— by anything else you would 


“On Milwaukee, I am not in a 
good position to advise you. I am 
almost afraid to say anything that 
might influence you because I 
could be so wrong. No matter what 
you did there, I am sure it would 
not reflect on the Chicago deal. 

“As a matter of fact, you have 
got some time on the Milwaukee 
business. I doubt if that multiple 
ownership stuff will go through 
for a couple of months. The opin- 
ion seems to be that we would need 
a full commission to finalize it, 
and everybody seems to be going 
somewhere for the next couple of 
months. 

“The only point I can really 
make is that I feel confident that 
on the Chicago deal it is ail right. I 
could be wrong, you know, but I 
think that is pretty solid.” 

Queried by AA, commissioner 
Lee agreed the memo might sound 
as if he was assuring CBS that it 
would ultimately win the long bat- 
tle with Zenith for possession of 
WBBM-TV, Chicago, which had 
been raging for more than a year 
and which was then in its final 
stages. (It was decided for CBS 
three months later.) 


s “It reads that way in cold print,” 
he acknowledged, “but actually 
we were talking about something 
quite different. CBS was consider- 
ing the purchase of a station in 
Milwaukee less than 100 miles 
from Chicago. I was merely giving 
an interpretation of our ‘duopoly 
rule’ which says no licensee may 
own two stations which service 
substantially the same market. I 
was merely saying the purchase of 
a Chicago station would not pre- 
vent CBS from also owning a sta- 
tion in Milwaukee.” 


‘Provisioner’ Moves in N. Y. 
National Provisioner, Chicago, 
weekly business publication for 
the meat packing and allied in- 
dustries, will occupy new quarters 
Sept. 1 at 527 Madison Ave., New 
York, for its eastern advertising 


The most controversial of the’ staff. 


$20,000,000 Ad 
Budget Set for 
Whirlpool-Seeger 


(Continued from Page 1) 
matic washers, five gas and four 
electric automatic clothes dryers, a 
semi-automatic wringer washer, a 
10-lb. capacity wringer-washer and 
an automatic ironer. 

The campaign for the new wash- 
ers will be kicked off Sept. 17 on 
“Producer’s Showcase” on NBC- 
TV. The company wiil sponsor the 
show every fourth Monday. Other 
tv shows which Whiripool-Seeger 
will sponsor on a_ participation 
basis are the “Perry Como Show,” 
“Matinee Theater” and Saturday 
night color spectaculars, all on 
NBC. 


® The company has budgeted more 


than $2,500,000 for newspaper ad- | 


vertising. Starting next month, a 
series of b&w and r.o.p. color ads, 
ranging from 1,500 to 2,400 lines 
each, will run in newspapers in 100 
markets. 

AGvertisirg in consumer maga- 
zines starts with a four-color 
spread in the Sept. 24 issue of Life. 
Other magazines that wili be used 
during the next year, in addition 
to Life, are Better Homes & Gar- 
dens, Household and Progressive 
Farmer. 

Trade advertising started this 
week with a four-page insert in 
Retailing Daily. Other trade pub- 
lications on the schedule are Elec- 
trical Dealer, Electrical Merchan- 
dising and Gas Appliance Mer- 
chandising. : 

Kenyon & Eckhardt, Chicago, is 
handling the consumer drive; Ne- 
tedu Advertising Inc., St. Joseph, 
is handling the trade campaign. 


Role of Kayser 
House Agency Is 
Slightly Baffling 


(Continued from Page 1) 
drens’ wear—the business that has 
been with Peck Advertising. Peck, 
it seems, will retain the men’s 
wear portions of Catalina and 
Holeproof hosiery, both divisions 


of Kayser. 
Meanwhile, the women’s end of 
Holeproof hosiery (Holeproof 


stockings and Luxite underwear) 
is now loose from Weiss & Geller, 
Chicago, and a new agency will be 
named in two or three weeks. The 
Holeproof advertising manager 
said, “There are no plans to move 
the account to 425.” Miss Trahey 
also denied that Holeproof would 
move to 425. 


® Benjamin Hinerfeld, exec vp of 
Kayser, asked if there were any 
plans to transfer accounts now 
with Weiss & Geller, Foote, Cone 
& Belding, Altman-Stoller Adver- 
tising, Amos Parrish & Co. or Peck 
—all handling divisions of Kayser 
—to 425 Advertising Associaies, 
replied, “No, not at this time.” He 
added that he knew little of the 
425 setup and that Miss Trahey 
was the person to talk with. 

PIB figures indicate that Kayser 
last year spent something like 
$880,000 in magazines, newspapers 
and supplements. Miss Trahey did 
not elaborate on one report—that 


Kayser hopes to save $100,000 an- © 


nually by working through a house 
agency. 

The “dummy: incerporators” of 
425 Advertising Associates were 
Harry W. Wolf, John C. Dyson and 
Irene Anderson, all of whom gave 
90 Broad St., New York, as their 


addresses. That is the address of 
Prentice-Hall. 
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COMMUNITY 
COMMUNICATIONS 


Have you ever thought of a radio 
station as a communications cen- 


ter, around which revolve all so- | 
cial, religious, economical, wel- | 


fare, and civic activities of an 
entire community? Well, WDIA 
is that center, from which ema- 
nates the centrifugal force that 
motivates 43% of the population 
of the Memphis area—which is 
Negro! 
Built on Service 


The establishment of WDIA as 
a communications center was pos- 
sible through one—and only one 
—fundamental: Service! WDIA 
serves Memphis Negroes individ- 
ually and en masse. The stars and 
staff of our gospel programs an- 
nounce choir practice, raise build- 
ing funds for new structures, and 
aggregate large audiences for 
church socials. In affairs of a 
strictly social nature, WDIA pub- 
licizes their parties, club meet- 
ings, receptions—and promotes 
charity events, from sorority 
dances to chitterling suppers. 


Humor to Pathos 


Most Negroes are both direct 
and personal, in their reactions. 
That’s why they turn to WDIA as 
the answer to individual prob- 
lems. For instance, WDIA’s Lost- 
And-Found Department makes 
hundreds of announcements, 
weekly, for the return of articles, 
ranging from billfolds and teeth 
to red mules and blue tick hounds 
. . . yes, and children, too! There 
was the three year old boy, who 
wandered from his home on Beale 
Streei—to be located by WDIA 
listeners. And the fifteen year old 
girl, who ran away from Manassas 
High School—only to receive a 
firm lecture from a WDIA star, 
along with a plea to rejoin her 
family. This personalized service 
may extend to contacting relatives 
for a funeral—or securing blood 
donors to save a life. Whatever 
the need, individual or collective, 
WDIA meets it! 


Economic Force 


You can understand why Mem- 
phis Area Negroes react to WDIA 
with overwhelming acceptance— 
why they consider WDIA their 
station—why they, annually, buy 
a quarter of a billion dollars worth 
of products recommended by 
WDIA Stars. These include: 

Pet Milk ... Maxwell House 

Coffee ... Crisco ... Won- 

der Bread ... Ford... 

Tide . . . Blue Plate Foods 

. . « Sal Hepatica. 

WDIA can sell your brands in 
fabulous volume to this special- 
ized market. Drop a note, on your 
letterhead, for specific informa- 
tion . .. and for a bound copy of, 
“The Story of WDIA!” 

WDIA is represented nationally 
by John E. Pearson Company. 


, Pee. tent 


peach. 


Wase—— 


HAROLD WALKER, Commércral Manage” 


Treasury Agent (Participating, MBS) 


Nielsen Radio 
Two Weeks Ending July 28, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
1 Best of Groucho (DeSoto-Plymouth, NBC) 
People Are Funny (Gillette Co., NBC) 


Gangbusters (Participating, MBS) 


Godfrey's Scouts (Toni, CBS) 


News from NBC (Wednesday, 8:55, Brown & Williamson, (NBC) .... 


Voice of Firestone (ABC) 


Truth or Consequences (RCA, Realemon, NBC) 
Official Detective (Participating, MBS) 


oVCOnN OWA WH 


Counter-Spy (Participating, MBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


One Man’s Family (Participating, NBC) 
News of the World (Miles Labs., NBC) 
Lowell Thomas (Delco Batteries, CBS) 


Aunt Jenny (Lever, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


Aunt Jenny (Lever, CBS) 


Road of Life (General Foods, CBS) 


Road of Life (General Foods, CBS) 
Helen Trent (Carter, CBS) 


My True Story (Sterling, Park & Tilford, ABC) 


Helen Trent (Toni, CBS) 


Young Dr. Malone (Toni, CBS) 


Young Dr. Malone (Carter, CBS) 


CoVOMN OWA WH — 


Arthur Godfrey (Staley, 11, CBS) 


2 
3 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


Woolworth Hour (F. W. Woilworth Co., CBS) 
Robert Trout-News (Chevrolet, 12, CBS) 
Hour of Decision (Billy Graham Evangelistic Assn., ABC) 


Gunsmoke (Liggett & Myers, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS). 


1 
2 
3 


U.S. radio homes. 


. Weather on the Highways (Asphalt Institute, CBS) 
Allan Jackson-News (Chevrolet, 1, CBS) 
*Number of homes reached is based on 47,300,000, the estimated July, 1956, total 


tHomes reached during all or any part of the program, except for homes listening 
one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute pro- 
grams, homes listening one minute or more are included. 

**Rating is for half of program on Monday, Wednesday and Friday. 


f 


Cow@OnN OWA WH — 


Rank 


1 
2 
3 
a 
5 
6 
7 
8 
9 
0 


Videodex Network TV Ratings 
Week of June 1-7, 1956 
Copyright by Videodex Inc. 


Program 
$64,000 Question (Revion, 166 cities, CBS) 
Ed Sullivan (Lincoln-Mercury Dealers, 162 cities, CBS) 
Dragnet (Chesterfield, 161 cities, NBC) 
The Honeymooners (Buick, 154 cities, CBS) 
Climax (Chrysler Motors, 143 cities, CBS) 
$64,000 Challenge (Revion, P. Lorillard, 123 cities, CBS) 
Lawrence Welk (Dodge, 192 cities, ABC) 
Phil Silvers (R. J. Reynolds, Amana, 166 cities, CBS) 
Best of Groucho (DeSoto-Plymouth, 156 cities, NBC) 
Steve Allen (Several sponsors, 139 cities, NBC) 


Program 
$64,000 Question (Revion, 166 cities, CBS) 
Ed Sullivan (Lincoln-Mercury Dealers, 162 cities, CBS) 
Dragnet (Chesterfield, 161 cities, NBC) 
The Honeymooners (Buick, 154 cities, CBS) 
Lawrence Welk (Dodge, 192 cities, ABC) 
Climax (Chrysler Motors, 143 cities, CBS) 
Phil Silvers (R. J. Reynolds, Amana, 166 cities, CBS) 
Best of Groucho (DeSoto-Plymouth, 156 cities, NBC) 
$64,000 Challenge (Revion, P. Lorillard, 123 cities, CBS) 
I've Got a Secret (R. J. Reynolds 172 cities, CBS) 


Stone-Tarlow ‘Elevators’ 
Geared for Fall Ad Push 

Stone-Tarlow Co., Brockton, 
Mass., manufacturer of height in- 
creasing shoes for men, kicks-off 
its fall ad campaign with half page 
b&w ads in 10 consumer maga- 
zines. 

Stone-Tarlow ‘Elevators’ will be 
advertised during September 
| through November in Esquire, For 
| Men Only, Mad, Male, Men, Play- 
‘boy, Popular Mechanics, Popular 


Science, Stag and Swank. Shoe 
trade publications will supplement 
the schedule. Handling the account 
is Emil Mogul Co., New York. 


‘Florists’ News’ Moves 

The Florists’ Telegraph Delivery 
News, which has been published in 
Chicago for the past 10 years, will 
move its editorial office to the De- 
troit headquarters of the Florists’ 


-| previous distillation is used in the 


Telegraph Delivery Assn., Lafay- 
ette Bldg. 


Advertising Age, September 3, 1956 
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COVERING THE MARKETS—H. Preston Peters (left), 


Griffin, Woodward, and Henry C. 


His, 
si aia on 


president of Peters, 
Flower Jr., vice-chairman of the 


board, J. Walter Thompson Co., go over radio and tv market in- 

formation included in the representative company’s “Project In- 

formation”—a collection of 114 separate studies of markets where 
P. G. W. represents radio and tv stations. 


Jack Daitiel Buy Puts Brown-Forman 
Into Ranks of Long-Line Distillers 


(Continued from Page 3) | 
$600,000 in national advertising, | 
largely in newspapers, magazines 
and outdoor. The Daniel distillery 
is the oldest registered one in the 
U.S., and it holds license No. 1 
from the federal government. It is 
classified specifically as a Tennes- 
see sour mash whisky, the only one 
so listed by the government. 


s Sour-mash bourbon takes long- 
er to produce, according to “The 
Liquor Handbook,” “because the 
mash must cook for three full days, 
and fermentation must go on for 
three to four days. Moreover, the 
mash tubs must be ‘sweetened’ for 
at least 24 hours after each batch 
of mash has been completed. In 
addition, some of the liquid from a 


fermenter to help fermentation of 
the new batch of mash. These dif- 
ferences, costing the distiller more, 
result in a somewhat different 
product than does the regular 
method of making bourbon, and 
the product is often preferred by 
bourbon connoisseurs.” 

Jack Daniel has emphasized 
these points in its advertising. 
Showing a country vista, the com- 
pany’s ads, starting in 1954, have 
shown how “Down this quiet 
shaded lane, a rare Tennessee 
whisky is charcoal-mellowed, drop 
by drop—and, friend, that means 
it’s sippin’ whisky.” The “Creative 
Man’s Corner,” in AA two years 
ago commented on this advertising, 
saying, “Jack Daniel, we under- 
stand, went far without advertis- 
ing. With advertising like this, its 
sales should soon outstrip its pro- 
ductive capacity.” 


# Arthur S. Hancock, director of 
the*company’s advertising, refer- 


ring to this in a recent letter to|’ 


AA, said that as of Jan. 1, “Our 
distillery has been compelled to 
institute a modest rationing pro- 
gram...[sales increase in ‘54, 
21%; in '55, 85%). 

“We attribute this success,” he 
said, “in large part to the advertis- 
ing created by our agency, Gard- 
ner Advertising Co., St. Louis” 
(AA, April 16). 

Brown-Forman’s principal 
brands are Old Forester bonded 
and Early Times straight bourbons, 
which rank second in sales in each 
class. In 1955, it is estimated to 
have spent between $4,500,000 and 
$5,000,000 in advertising. 

Ruthrauff & Ryan is its agency. 
Its sales in fiscal 1956 (ended 
April 30) were 9.8% above the 
previous year, setting a record of 
$77,719,572. Its net amounted to 
$2,939,886, compared with $2,645,- 


717 in °55. 


A week ago B-F acquired con- 
trol of Joseph Garneau Co., New 
York, 100-year-old liquor importer 
and U.S. distributor of Ushers 
Green Stripe and Extra Scotch 
whiskies, Cliquot Yellow Label 
champagne, Cruse Bordeau and 
Burgundy wines, Anheuser Ger- 
man wines, Garvey sherries and 
Feuerheeered port wines (AA, 
Aug. 27). 

By this purchase, B-F enters in- 
to vigorous competition with the 
so-called big four in the distilling 
industry (Seagram, Schenley, Na- 
tional Distillers and Hiram Walk- 
er), with a complete line of liquors, 
domestic and imported, which B-F 
has never had before. 

Asked to comment on this de- 
velopment, the company spokes- 
man confirmed that “B-F has some 
ambitious plans and expects to be- 
come much more of a factor in the 
liquor industry than ever.” He de- 
clined to comment at this time on 
future advertising plans or on a 
reported extension of the distribu- 
tor set-up. 


Wilcox-Gay Net, Sales Soar; 
Clears Receivership 

Wilcox-Gay Corp., Charlotte, 
Mich., electronics manufacturer, 
has reported a net profit of ap- 
proximately $200,000 for the first 
half of 1956 and sales of $4,648,106 
for the same period. The com- 
pany, which suffered a loss of 
$351,385 for the 1955 fiscal year, 
was placed in reorganization re- 
ceivership early in 1955 as a result 
of working capital impairment re- 
sulting from unsatisfactory televi- 
sion manufacturing operations. 
Wilcox-Gay has cleared the re- 
ceivership, and sales in the first 
half of ’56 represent an increase 
of 30% over the same '55 period. 

Wilcox-Gay’s solution to the 
problems facing a medium-size 
manufacturer in the electronics 
field was to enter a specialty area, 
according to Leonard Ashback, 
president of the company. The 
company has developed and mar- 
keted am and fm instruments and 
stereophonic multi-speaker sound 
systems. 


Mutual Subscribes to Nielsen 
Mutual Broadcasting System has 
subscribed to the National Radio 
Audience Composition and Auto- 
Plus services of A. C. Nielsen Co., 
Chicago. Mutual has been a sub- 
scriber to the Nielsen Radio Index 
services for a number of years. 


General Mills Boosts Nelson 
Waldo L. Nelson, with General 
Mills, Minneapolis, since 1939, has 
been named premium development 
manager of the company. 
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‘No Monopoly,’ 
Fruehauf Replies 
to FTC Charge 


(Continued from Page 3) 
ing market. It has been necessary 
for Fruehauf Trailer Co. to move 
ahead to satisfy this demand. 
There is ever room for others.” 

Regarding the special financing 
deals, Mr. Fruehauf said: “Frue- 
hauf Trailer Finance Co. was a 
necessary development to make 
capital available to a multitude of 
small businesses whose needs 
could not be supplied by short 
term commercial bank lenders, 
and who could not compete for 
funds in the long term capital mar- 
ket with large corporate borrow- 
ers. 

“Fruehauf Trailer Finance has 
done more for the small business 
man in the trucking industry than 
any other agency devised by pri- 
vate or governmental initiative. 
Our customers are perfectly free 
at all times to pay cash or to ar- 
range their financing through any 
medium they desire.” 


® In its complaint, FTC says 
Fruehauf’s acquisition of five oth- 
er companies put it in a position 
where its sales in 1955 accounted 
for over 48% of new truck-trailer 
Sales, as compared with Fruehauf’s 
individual share of 37%. 

Most of the nearly 100 compa- 
nies in the industry are small, FTC 
said, with the majority accounting 
for only a small percentage of 
sales. In 1955, according to the 
complaint, total sales of new 
trailers were over $371,000,000, 
with sales by Fruehauf and its sub- 
sidiaries amounting to more than 
$181,000,000. 

In a second count charging vio- 
lation of the FTC Act, the commis- 
sion said pricing, financing, down 
payment, leasing and other prac- 
tices worked out through Fruehauf 
Trailer Finance Co. constituted 
unfair competitive practices, mak- 
ing available a 7-year finance plan 
much more advantageous than the 
normal loan periods which compe- 
titors are able to offer. 


® On one $8,000,000 sale, FTC said, 
Fruehauf was able to accept a 
down payment of only $493,836, 
with seven-year payment arrange- 
ments on the balance, instead of 
the $3,000,000 provided in the pur- 
chase contract. 

This was possible through chat- 
tel mortgages and other adjust- 
ments arranged by Fruehauf 
Trailer Finance Co., FTC said. The 
commission noted the finance com- 
pany “is a major sales aid in ob- 
taining and holding customers.” It 
is particularly useful to Fruehauf, 
FTC said, because it accepts pur- 
chase notes without recourse. 


Rin Tin Tin Pushes Dog Food 


National Biscuit Co. has 
launched a six-month national ad- 
vertising campaign featuring Rin 
Tin Tin in color to promote sales 
of its Milk-Bone Dog Biscuits and 
Pal Tiny Bits. The ads appear 
weekly in more than 90 newspa- 
pers from coast to coast. Nabisco 
is also offering stainless steel 
kitchen cutlery premiums. Ken- 
yon & Eckhardt, New York, is the 


agency. 


Hamm Brewing Boosts Moe 
Odd E. Moe, vp and general sales 
manager of Theo. Hamm Brewing 
Co., St. Paul, has been promoted 
to general manager of the St. Paul 
division of the brewing company. 
Robert L. King, formerly director 
of industrial relations of the Kan- 
sas City Power & Light Co., has 
been named director of industrial 


No. 67 of a series 


The NEWS of the Rockies 


Beginning August 12, the News 
added The American Weekly to Pa- 
rade in our Sunday package. First 
Sunday's sales exceeded 172,000. 


Geisler Felton Smock Crawford 
DRUMBEATERS—Promoters of the annual meeting of the western re- 
gion of the American Assn. of Advertising Agencies, at Coronado, 

Cal., Oct. 7-10, are: William H. Geisler, McCarty Co., publicity ‘k 

chairman; Jim Felton, Foote, Cone & Belding; Jack W. Smock, ( y 

Young & Rubicam, chairman of the Southern California Council : Md 3 i - 

of the Four A’s’ western region, and Art Crawford, Dan B. Miner Cu D2I-78 
Co., all of Los Angeles. 


75 


relations of the company. 


‘Come, come, Thorndyke... nothing’s too good for you since you got up in that 
media meeting and reminded us that things have changed in Cincinnati.’’* 


ah as es FE te ee 


Ss i 


*THE RUNAWAY NO. 1 DAILY NEWSPAPER 


IN CINCINN 
CINCINNATI ENQUIRER. No. HEN i ce, 


‘ig eee 1 in City Zone Circulation (all- 
rd high)...No. 1 in Retail Display linage (ditto). 


No. 1 in just about 
you-name-it (including Total Ad 
verti 
Total Display, Automotive). oe 


. 
: » Bee Ce ee . | 


Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan & Schmitt, Inc. 
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Convention Ratings Resemble Party 
Platforms—Something for Everybody 


(Continued from Page 1) 
age of 31,000,000 viewers. This 
company stated that sets-in-use 
for the conventions averaged a 
mere 27%. 

Mr. Sindlinger, who suggested 
that the GOP lagged behind the 
Democrats because the public was 
fed up with politics by the time the 
second convention got going, made 
a front page splash in the New 
York Times with his results. 

Sindlinger estimated that Pres- 
ident Ejisenhower’s acceptance 
speech drew a tv audience of 47,- 
000,000, against 49,000,000 for Ad- 

’ lai Stevenson’s formal acceptance 
address. 

But later, when the Sindlinger 
statisticians put together cumula- 
tive figures on the conventions, 
they didn’t quite jibe with what 
had been said earlier. These 
showed the Republicans to be at- 
tracting more people than the 
Democrats, rather than less. Cu- 
mulatively, the GOP show out- 
pulled the Democrats—94,221,000 
to 90,750,000. These figures count, 
on a projected basis, all those peo- 
ple, who “looked in on the conven- 
tions one or more times,” however 
fleetingly. 

To sum up, if you judge by 
Sindlinger the Democrats won on 
the average, but the Republicans 
were ahead in total. 


® Second researcher to,come up 
with results for the politicos was 
Trendex, whose findings are based 
on 15 cities and therefore not di- 
rectly compatible with Sindlinger’s 
nationally projectible data. 

This research company reported 
that more tv sets—45% of the 
country’s total—were tuned in 
during peak nighttime hours of the 
convention weeks than tuned in 
for regular shows during the weeks 
of Aug. 1-7 or July 1-7. 

The average combined conven- 
tion ratings, as figured by CBS- 
TV from Trendex data for the 


Democrats (30.6) and Republicans 
(36.2) between the hours of 9:30 
to 11 p.m., EDT, on all three net- 
works were good enough to beat 
the country’s most popular show in 
the July Trendex list. (“$64,000 
Challenge” scored 23.3). And with- 
out giving figures, Trendex said 
the number of viewing homes in- 
creased during the GOP meet. 
Trendex’s three network ratings 
for all GOP sessions averaged 
25.3, against ratings averaging 
22.0 for the Democratic sessions. 


# But like a political platform, 
these ratings had something for 
everybody. Though the Democrats 
averaged slightly less than the 
GOP, because they had more after- 
noon sessions, they outrated the 
GOP in every evening session. This 
is befuddling in view of the fact 
that the GOP already was awarded 
the winner’s colors in the CBS- 
Trendex compilation of over-all 
peak-hour viewing, but a research- 
er said the disparity was due to the 
fact that one set of figures covers 
a part of the evening hours, while 
the other covers a wider span of 
time. 

Some researchers pointed out 
that it is straining a bit to compare 
the average minute ratings of two 
special events, each of which con- 
sumed 20 to 38 hours, with an 
average minute rating achieved by 
a relatively short telecast such as 
Ed Sullivan’s variety session or 
“$64,000 Question.” 

A more meaningful comparison, 
if one is to be made, would be to 
see how the featured nighttime 
events of the conventions—the ac- 
ceptance speeches, for example— 
rated when ranked with the reg- 
ular tv favorites. 

Both parties could “point with 
pride” to the ratings scored on this 
basis. Trendex scores Stevenson & 
Kefauver 35.7, Eisenhower & Nix- 
on, 33.0. 


Revelle Heads New 
Studebaker-Packard 
Sales Structure 


Soutnu Benp, Inp., Aug. 29—Un- 
der its new mutual-aid relation- 
ship with Curtiss-Wright Corp., 


Studebaker-Packard Corp. is to 
have a “merged” sales organiza- 
tion. 

Carl Revelle, western regional 
sales manager of the Studebaker 
end of the company, will be head 
of it. He was ap- 
pointed general 
sales manager 
of Studebaker- 
Packard today. 

Since the orig- 
inal merger of 
Studebaker and 
Packard in 1954, 
the company has 
had a two-divi- 
sion structure, 
with a sales man- 
ager and staff for 
each. William A. Keller, who was 
sales manager oi the Studebaker 
division, has resigned, it was an- 
nounced. Dan O’Madigan, Packard 
division sales manager, remains 
with the company in an advisory 
capacity until the sales merger is 
completed. 


Carl Revelle 


= Mr. Revelle will make his head- 
quarters in South Bend, as will 
the whole Studebaker-Packard or- 
ganization from now on. Harold 
E. Churchill, who became presi- 
dent of the company two weeks 
ago, made that point yesterday. 
At the close of a Packard-Clip- 
per dealer council meeting, he 
said the company will continue to 


make and sell Packards, introduc- 
ing the 1957 model in January. 
He added that future manufacture 
of Packards will be at the Stude- 
baker works in South Bend, in line 
| with a concentration and cost-re- 
|duction program now under way. 
| Introduction of the 1957 Stude- 
| baker car and truck lines is sched- 
‘uled for late fall, with production 
‘starting in mid-September, Mr. 
Churchill said. 


RODNEY B. STUART 

New York, Aug. 29—Rodney 
| Brown Stuart, 74, a former eastern 
|advertising manager of McCall’s, 
| died Aug. 27 at his summer home 
|in Stonington, Conn. Before join- 
ing McCall’s, Mr. Stuart was an 
advertising salesman on several 
eastern newspapers. He left the 
publishing business in 1933 to join 
the public relations staff of Amer- 
ican Chain & Cable Co. He retired 
from business in 1950. He was 
one of the founders of the com- 
munity chest of Montclair, N. J., 
and during World War II he was 
chairman of the draft board of 
Glen Ridge, N. J. 


DAVID GAMACHE 

Sr. Louis, Aug. 28—David D. 
Gamache, an advertising salesman 
for the St. Louis Globe-Democrat 
for 30 years, died Aug. 26, follow- 
ing a heart attack. He had been 
selling classified automobile ad- 
vertising in St. Louis County. 


ATA Establishes Scholarship 

The Advertising Typographers 
Assn. of America, New York, has 
established a $250 scholarship for 
a graduate of the New York School 
of Printing at the Rochester In- 
| stitute of Technology. 


Sweetheart! Jean 
Shepherd Returns to 
Arms of Night Folk 


New Yorx, Aug. 31—The night 
people can relax. Their hero, Jean 
Shepherd, the wayward disc jock- 
ey, is going back to work at WOR. 
He has a couple of sponsors, in- 
cluding Sweetheart Soap, whose 
free plugs got him fired. And Bal- 
lantine Books has launched his ca- 
reer as a novelist with an open 
house in a Times Square drug 
store. 

Through this whole skillfully 
executed publicity campaign, 
which has kept Mr. Shepherd’s 
press clippings rolling in, WOR 
executives have played it very 
straight. 

This week, when the new Sun- 
day night weekly show was all set 
except for Mr. Shepherd’s signa- 
ture on a contract, they used news- 
paper space to invite their former 
employe to come on home. When 


JEAN 
SHEPHERD 


Jf you see this ad please comtact us at once, 
Major Soap Manufacturer wants to sponsor 
you over WOR commencing Sunday night at 
9:05 PM. Urgent!! 


WOR Radio 


this failed to produce results, the 
station dispatched one of its best 
men to track Mr. Shepherd down 
in some of his favorite Greenwich 
Village haunts. Unfortunately, the 
operative was always a couple of 
drinks behind his man. 

A few days later, Mr. Shepherd, 
who had been off in the wilds of 
Connecticut, shooting an educa- 
tional movie, and hadn’t had time 
to read a paper, called WOR and 
sent his agent over to okay a new 
contract. 

He said he had heard the station 
was trying to get in touch with 
him when he tuned in WOR to see 
how his replacement was doing. 


Anxious Over Health, 
San Francisco Adman 
Plunges to His Death 


San Francisco, Aug. 28—Doug- 
las W. Meservey, 51, plunged to 
his death Aug. 26 from the 24th 
floor offices of Young & Rubicam 
here. 

Witnesses said they saw Mr. 
Meservey, who joined Y&R a year 
ago and was a 25-year veteran in 
the advertising business, crawl 
through a window onto a ledge, 
crawl back, then drop from the 
window. He landed on an air 
shaft on the roof of the third floor. 


= George Richardson, San Fran- 
cisco manager of the agency, said 
that Mr. Meservey had seemed 
tense and disturbed and had asked 
for a leave. The agency manager 
gave him a few days off, not 
thinking it was anything serious. 
It was on his return from this 
leave Sunday afternoon that he 
left his wife and nine-year-old son 
at the family’s home, drove direct- 
ly to the office and jumped from 
the window. 

“We knew he was worried about 
his health,” said Mr. Richardson, 
“though medical advice did not 
seem to indicate a need for worry. 
He was a fine man with a very 
good background. We are all very 
much shocked.” 

A former lieutenant colonel in 
the Army, Mr. Meservey was a 
graduate of Stanford University 
and had studied law at both Stan- 
ford and Harvard. 
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Westinghouse 
Buys WIND 
for $5,300,000 


Curcaco, Aug. 31—With West- 
inghouse Broadcasting Corp.’s 
purchase earlier this week of 
WIND, top money-making inde- 
pendent here, at a record-making 
price, Westinghouse added a sixth 
radio outlet, became one-fourth 
owner of a radio station represent- 
ative and received a construction 
permit for a uhf tv station. 

The price of $5,300,000, highest 
ever paid for a radio station, was 
determined by exchange of 91,755 
shares of Westinghouse Electric 
Corp. stock (at $57.75 a share as 
of Aug. 24) to WIND’s owners for 
the station. Yesterday, with a gen- 
eral dip in the stock market, West- 
inghouse stock dropped to $56.25, 
thus whacking about $150,000 off 
the $5,300,000 figure, leaving a 
slightly smaller record figure. 

The radio station rep, AM Radio 
Sales Co., was formed several 
years ago by WIND in cooperation 
with KMPC, Los Angeles, WLOL, 
— and WMCA, New 

ork. 


= Westinghouse has now taken 
over WIND’s 25% interest. The 
other 75% is divided among 
KMPC; Ralph L. Atlass, WIND 
president (who will continue at 
the station’s helm), and John Car- 
ey, WIND vp and sales manager, 
who also will retain his titles at 
WIND. 

AM Radio Sales, which will 
continue under its present manage- 
ment, has offices in Chicago, New 
York, Los Angeles and San Fran- 
cisco. It represents WIND; WMCA; 
WLOL; KMPC; WCKY, Cincin- 
nati; KOOL, Phoenix, and KOPO, 
Tucson. 


® Now that Westinghouse has six 
radio stations in its fold, it re- 
portedly would like to add a 
seventh, to reach the maximum al- 
lowed by the Federal Communica- 
tions Commission. It is under- 
stood that Westinghouse has its 
eye on a New York station and 
has approached WINS with an of- 
fer. 

Westinghouse recently severed 
its affiliation with National Broad- 
casting Co. for four of its stations 
(AA, July 16). A fifth, KEX, Port- 
land, may soon leave the ABC fold 
to join its independent sisters. 

A construction permit for a uhf 
tv station to use Chicago’s Chan- 
nel 20 was also included in the 
sale. Westinghouse officials say 
they have “no plans at present” 
to do anything about the permit. 

WIND, a pioneer in the music- 
news-sports formula, will contin- 
ue operating under the same pol- 
icies and management, Mr. Atlass 
and Donald H. McGannon, West- 
inghouse Broadcasting president, 
have announced. The station, one 
of the biggest radio money mak- 
ers in the country, has grossed 
more than $3,000,000 annually for 
the past five years. 


s FCC approval of the transfer is 
expected in mid-October, and 
Westinghouse probably will take 
over operation by mid-December. 

WIND was founded in 1927 in 
Gary, Ind., under call letters, 
WJKS. The present call letters 
were adopted in 1937, and the sta- 
tion was moved to Chicago in 
1942. 

Mr. Atlass had owned 11% of 
the WIND stock. H. Leslie Atlass 
Jr., his nephew and son of the 
Chicago CBS vp, was trustee of 
29.4% for himself, his brother and 
sister. The Chicago Daily News 
owned 27.7%; Mrs. Philip Wrig- 
ley owned 26.4%, and Mr. Carey, 
5.5%. 


Despite Slim Issues, 
Future Looks Better 
for ‘Boston Post’ 


Boston, Aug. 30—The future ad 
situation looks bright for the new- 
ly revived Boston Post, despite a 
slim edition today—usually a 
healthy advertising day, dominat- 
ed by food store copy. 

Today’s edition totals 16 pages, 
with less than two pages of ads. 
The normal Thursday edition of 
the Post was about 28 pages with 
eight pages of ads. 

The newspaper, which resumed 
publication Aug. 24, is being run 
by Henry Browne, oldtime Hearst 
executive, who is general manager. 
The new trustees of the Post have 
retained Eugene McSweeney as 
advertising manager. 

The Post reportedly is spending 
$13,000 in television, radio, 24- 
sheet posters and car cards to boost 
circulation. Daily circulation now 
is believed to be running around 
200,000. 


@ When the Post began publishing 
again Aug. 24 after an eight day 
suspension, it ran an eight-column 
streamer in red, “A Happy Good 
Morning to All—The Boston Post.” 
A Page 1 editorial said: 

“The Boston Post resumes pub- 
lication with today’s issue. Publi- 
cation is under the supervision and 
direct control of three trustees. 
Charles W. Bartlett, Joseph P. 
Healey and Thomas W. Lawless, 
eminent Boston attorneys, named 
by Federal Judge George C. Swee- 
ney, will serve as owners and pub- 
lishers of the Boston Post. 

“They announce that the Post 
will be a_ strongly Democratic 
newspaper as it has been over 
most of the 125 years of its exist- 
ence. It is their intention to have 
the Post reflect the best, most 
enlightened and honorable aspira- 
tions of the community, the state, 
the nation and the Democratic 


party. 


s “The trustees have determined 
that this newspaper in addition to 
impartial coverage of all the news 
has a mission to document and 
support the Democratic viewpoint 
and build on a solid Democratic 
tradition. Only in this way can it 
fulfill its responsibility to the com- 
munity which it serves. 

“To the public and to hundreds 
of thousands of loyal friends and 
readers the management of this 
newspaper pledges a daily news- 
paper of unassailable integrity. 
Over a long life, The Post has 
cemented intimate and almost 
unique relations with a large and 
loyal group of readers. We wish 
to thank all who have borne with 
the inconvenience of being de- 
prived of their favorite morning 
newspaper for their forbearance, 
and for their continued support.” 


® The Post published after the 
trustees were successful in obtain- 
ing a $500,000 loan from an un- 
identified “big’” New York bank. 
About 800 workers, news, business 
and mechanical, returned to their 
jobs after a series of union meet- 
ings. 
A joint statement was issued by 
the presidents of the Boston Typo- 
graphical Union and the Boston 
Newspaper Printing Pressmen’s 
Union, which said: “After pro- 
longed union meetings . . . we have 
decided to return to work .. . al- 
though the members realize that 
they may be jeopardizing their 
back wages. . .” 

William L. Baxter, Boston cor- 
poration counsel, said he would 
file an appeal to Judge Sweeney’s 
decision to give a top-priority 
credit rating to the $500,000 loan. 
Boston has a real estate lien of 
more than $300,000 against the 
Post and the federal government 
has a $300,000 lien for withhold- 


ing and social security taxes. 
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McCann Gets All 
of Trans-Canada 
Account in U. S. 


MonTreaL, Aug. 31—Trans-Can- 
ada Air Lines said today it will re- 
distribute its advertising account 
Nov. 1 to let McCann-Erickson 
handle all U.S. media, with Cock- 
field, Brown & Co. retaining ad- 
vertising in Canada, Bermuda, 
Nassau and the Caribbean. 

Cockfield, Brown has been han- 
dling the entire account. 

In making the announcement, 
TCA’s advertising manager, J. A. 
McGee, commented that the Mc- 
Cann appointment is in line with 
TCA’s practice in the United King- 
dom and Europe, where its agency 
is Mather & Crowther, London. 

Advertising circles had buzzed 
for months with the report that 
the appointment of McCann-Erick- 
son (which will handle the account 
in both Montreal and New York 
offices) was going to occur. Since 
McCann was named last year to 
handle U.S. advertising for Cana- 
dian National Railways (a govern- 
ment corporation and the parent 
company of TCA), the news pro- 
voked a storm of criticism, and 
was debated in Parliament. 

Historically, McCann is on fa- 
miliar ground. Several years ago, 
when the agency had a working 
agreement with Cockfield, Brown, 
McCann handled the advertising of 
both CNR and TCA in the U.S. 


8 Members of the House of Com- 
mons committee studying the ac- 
tivities of TCA and CNR last 
March were unhappy over the 
prospect of a U.S. agency handling 
the account across the border. 

William M. Hamilton (PC, Mont- 
real) stated the major proportion 
of TCA’s ad budget is spent in 
Canada. TCA accounts show that 
$2,186,660 was spent on advertis- 
ing and publicity in 1955, an in- 
crease over the 1954 figure of $1,- 
830,414. 

Mr. Hamilton said he was strong- 
ly opposed to the principle of a 
Canadian government organization 
utilizing the services of a USS. 
agency even though it might be 
for only a segment of the account. 


Block Drug Drops 
Cohen; Will Pick 


One New Agency 


(Continued from Page 1) 
agency, is thought to be the leader 
in its field, with some 25% of the 
market. At one time Amm-i-dent 
toothpaste—one of the pace setters 
in the ammoniated invasion—had 
as much as 10% of the dentifrice 
market; it now holds about 2%. 

Other Cohen products which will 
move are Green Mint mouth wash 
and Pycope tooth brushes. 

Agency officials said, “We’ve 
been given no explanation” for 
the account’s departure. They 
noted that Nytol, launched na- 
tionally last October, was the No. 
1 seller in the field, despite the fact 
that leading competition was 
spending more money. 


= There were also indications that 
Cohen never did get to do the bill- 
ings it thought it would in the 
summer of '54, when it whisked 
the account from under the noses 
of agencies like N. W. Ayer, Bat- 
ten, Barton, Durstine & Osborn and 
Maxon Inc. At the time it was re- 
ported to be a $3,000,000 account. 

But the agency indicated this 
week that, even for the billings it 
did get, the account was not very 
profitable. With the account leav- 
ing, “the agency will now be able 
to make its rightful profits,” said 
one Cohen executive. 
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Last Minute News Flashes 


Wilson, Haight Gets Colt Firearms Account 


HartForp, Aug. 31—Colt’s Patent Fire Arms Mfg. Co., a division of 
Penn-Texas Corp., has switched its advertising account to Wilson, 
Haight, Welch & Grover, Hartford, effective Jan. 1. The previous agen- 
cy was Hugh H. Graham & Associates, New Britain. 


Remington Shaver Stays with Y&R: Sperry Rand 

New York, Aug. 31—Sperry Rand Corp. today denied that it in- 
tended to move the tv end of its Remington electric shaver account out 
of Young & Rubicam (there had been considerable speculation along 
Madison A ve. that such a move was contemplated). The tv schedule, 
largest part of the $6,000,000 account, has been handled by Y&R since 
May, ’53. Print advertising for the shaver division moves in January 
from Leeford Advertising Agency to Paris & Peart, following the shift 
of Kenneth Lee. 


Mattoon Heads McCann Marketing Plans Board 

New York, Aug. 31—Henry A. (Ham) Mattoon, formerly president 
of Reach, Yates & Mattoon, has joined McCann-Erickson as vp and 
chairman of the marketing plans board. As chairman, he succeeds Ed- 
ward R. Beach, recently named president of McCann-Erickson Corp. 
(International). 


Crane Resigns as Simmons-Boardman VP 

New York, Aug. 31—J. Sidney Crane has resigned as vp and sec- 
retary of the Simmons-Boardman Publishing Co. after an association 
of 25 years. He will continue his affiliation with the company in a 
sales and consulting capacity. In September, Mr. Crane, a native of 
Atlanta, will establish a special service for publishers there, and 
will act as southeastern manager for Simmons-Boardman, Haire Pub- 
lishing Co. and the New Homes Guide Inc. publications. He will be 
succeeded as secretary at Simmons-Boardman by Fred A. Clark, vp 
and business manager of American Builder. 


Three More Magazines, Supplement Hike Rates 

New York, Aug. 31—Argosy, Family Weekly, Redbook and Scholas- 
tic Roto, have issued new rate cards (see story on Page 79). Argosy 
advances its bkw page rate 7.9%, from $4,060 to $4,380 and four-color 
from $5,695 to $6,145, effective in February. Circulation guarantee re- 
mains at 1,250,000. Family Weekly, effective Jan. 6, will boost its rates 
29.5%. A monotone page moves from $8,100 to $10,500, a four-color 
page goes from $9,935 to $12,880. Family Weekly, with 135 distributing 
newspapers, has a total circulation of 3,459,158. Redbook, whose circu- 
lation guarantee goes up 4.5% to 2,300,000, also moves its rates up 
9.1%, effective in February, with b&w page rate going from $6,740 to 
$7,350 and four-color from $9,510 to $10,365. Scholastic Roto, effective 
in February, increases its bkw page from $6,000 to $7,200 and its four- 
color page from $7,800 to $9,000. Guarantee moves from 1,000,000 to 


1,200,000. 
Merwin Hiller Named GM of K&E in Chicago 


Cuicaco, Aug. 31—Merwin Hiller, employment manager of Kenyon & 
Eckhardt, New York, will transfer to the Chicago office of K&E on 
Sept. 10. He will be general manager of the Chicago operation, in 
charge of personnel, finance, recruitment and all other internal oper- 
ations, according to Walter A. Lawrence, vp and Chicago regional 
manager of the agency. 


Cigaret Is Tested as Hit Parade; Other Late News 

e That new American Tobacco Co. filter-tip cigaret being handled 
by BBDO, New York, is being called Hit Parade, at least in the tests. 
It goes on the market later this year. 


e Champ Hats, Philadelphia, and N. W. Ayer & Son have ended their 
agency-client relationship as the company’s purchase by Hat Corp. of 
America was approved by that organization. There is no change in Hat 
Corp.’s agencies—Grey Advertising (Dobbs), Batten, Barton, Durstine 
& Osborn (Cavanagh) and Henry Bach Associates (Knox). 


e Five more former clients of Ross Roy Inc.’s Chicago office, which 
closed last week (AA, Aug. 27), have moved to the Robert Christopher 
Agency. Latest arrivals: Globe-American Corp., Kokomo, Ind.; Inland 
Electronics Co., Aurora, Ill.; and Illinois Baking Corp., Institute of 
Scientific Studies and Nixon Laboratories Inc., all of Chicago. Only 
Champion Bag Co., Chicago, has not named a new agency. J. W. Mortell 
Co., Kankakee, Ill., and Clinton Detergent Co., Chicago, switched to 
Christopher last week. 


e Rogers Peet Co. starts a fall campaign with the Sept. 10 issue of 
Time, marking the beginning of an expanded advertising program for 
the company. The program also includes an enlarged newspaper 
schedule. The retail clothier is the first in that business to run a series 
of ads in Time since the war. 

e Three account executives at Batten, Barton, Durstine & Osborn 
have been elected vps of the agency. They are Richard Howe, Boston; 
Albert Weinrich, Detroit, and H. Alan Schlesinger, Minneapolis. 

e Oscar Katz, director of research at CBS Television, has been named 
vp in charge of daytime programming for the network, a new post. 


Boston, Aug. 30—Holland & 
McKenzie, a new advertising agen- 
cy, will open here Sept. 4 in the 
Sheraton Building, 470 Atlantic 
Ave. Richard P. Holland, formerly 
exec vp and treasurer of Harold 
Cabot & Co., will be chairman and 
J. Norman McKenzie, recently vp 
in charge of Kenyon & Eckhardt’s 
Boston office, will be president. 

For the past year Mr. Holland 
has operated his own agency, called 
Richard P. Holland Co. The ac- 
counts of that agency will now be 


serviced by Holland & McKenzie. 


Z These include 15 accounts, the 
Holland & McKenzie iene See plone 
Will Bow in Boston ings Bank, Boston; Providence Gas 


Co., Providence; World Trade Cen- 
ter of New England, Boston; insti- 
tutional advertising of Electronics 
Corp. of America, Cambridge, and 
Henry Thayer Co., a food proces- 
sor, Cambridge. 

Mr. McKenzie was vp and gen- 
eral manager of James Thomas 
Chirurg Co., Boston, until early 
this year when he joined K&E in 
New York. He later returned to 
Boston to set up K&E’s regional 
office. His resignation was an- 
nounced in July and Frank S. 
Christian was named to head the 
office. 
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Kotex Drops Hosiery Premium Offer, 


Apologizes to Prot 


(Continued from Page 1) 
National Retail Dry Goods Assni., 
which has been waging war against 
all soft goods manufacturers who 
allow their products to be used as 
premiums. 


® Unofficial backing for the 
NRDGA cause has come from 
many sources, including the Na- 
tional Assn. of Hosiery Manufac- 
turers, which has condemned pre- 
mium selling as a practice not 
calculated to aid the reputation of 
hosiery as a prestige item. 

Trade observers believe Kotex 
was forced into retreat by resent- 
ful retailers who felt they were 
being cheated out of a “second 
profit” and consequently failed to 
give promotional support to the 
Kotex products. 

G. W. Douglas, president of Ro- 
man Stripe hosiery, which sup- 
plied the “premium” hosiery, de- 
clined comment on the reportedly 
unexpected development. 

The Kotex letter, signed by 
E. W. Fairweather, director of 
trade relations for the Kimberly- 


Danzig, McDaniel, 
Graham Get Exec 
Posts at NBC Radio 


New York, Aug. 31—Matthew J. 
Culligan’s first step as head of the 
NBC Radio Network (AA, Aug. 
27) was the appointment this week 
of three key executives. 

Jerry A. Danzig, formerly di- 
rector of program planning and 
development for NBC-owned sta- 
tions and for NBC Spot Sales, was 
named to direct an expanded net- 
work programming department. 
John P. Cleary, who had been 
program director for radio, will 
switch to NBC-TV as a general 
program executive. - : 

William K. McDaniel, general 
manager of KNBC, San Francisco, 
will come to New York to head 
the network’s radio sales depart- 
ment. Fred Horton keeps the title 
of director of sales, reporting to 
Mr. McDaniel. 

George Graham, administrator 
of NBC-TV sales, will become 
director of sales service for the 
radio network. 

Mr. Culligan pointed out that 
all three appointees have had ex-| 
perience on the local station level} 
and therefore are well equipped| 
to help in “redesigning” the radio 
network to serve the interests of 
its affiliates, while at the same 
time maintaining the interests of 
NBC. F 


Felber Retires from Goodyear 
Mark L. Felber, one of the old- 
est employes on the payroll of 
Goodyear Tire & Rubber Co., Ak- 
ron, O., has retired. Mr. Felber 
joined Goodyear’s public relations 
department in August, 1929, after 
35 years in the newspaper and 
public relations fields. He has been 
editor of Goodyear’s employe 
weekly newspaper, “The Wingfoot 
Clan,” since 1941. Before joining 
Goodyear, he held posts with the 
Cincinnati Post, the Cleveland 
Press and Akron Press and was 
personal public relations counsel 
for the late Harvey S. Firestone 
Sr. Mort Leggett, formerly with 
the Akron Beacon Journal and 
Leader-Tribune, Marion, Ind., suc- 
ceeds Mr. Felher as “Clan” editor. 


‘Family Circle’ Boosts Two 
Charles F. Milici, formerly with 
the New York Sales office, has 
been named western sales man- 
ager of Family Circle. He will have 
charge of Chicago operations. 
John L. Neill becomes senior sales- 


man of the Chicago office. 


esting Refailers 


Clark Cellucotton division, reads 
as follows: 

“In our business, like in many 
businesses today, we make mis- 
takes. Sometimes in an effort to 
improve our position competitive- 
ly, we fail to look on the other 
side of the fence, and the result is 
repercussions. 


s “That is what happened when 
we decided to offer a hosiery pre- 
mium with our product, Kotex 
sanitary napkins. We certainly do 
not want to jeopardize our rela- 
tionships with customers such as 
you, that we have developed and 
been on friendly terms with for 
over 30 years. 

“Our aim was to increase your 
business and our business on our 
products, and certainly not an en- 
deavor to destroy the fruits of 
long contacts and friendly relation- 
ships. 

“As a result of your complaint 
regarding our hosiery offer, we 
have taken steps to immediately 
discontinue this offer. All our new 
boxes will refrain from making 
the hosiery offer. However, you 
must understand there is still in- 
ventory in retailers’ stocks, and 
we do have merchandise in our 
warehouses that has this offer on 
the box. 

“We hope this effort on our 
part will result in re-enlisting 
your support on our product, and 
that you wil! continue to display 
and promote the world’s largest 
selling sanitary napkin. 

“We wish to take this oppor- 
tunity to thank you for voicing 
your opinion and to apologize to 
you for any inconvenience we may 
have caused.” 


Rippey. Henderson 
Adds Bucknum to © 
Name, Drops Kostka 


Denver, Aug. 31—Rippey, Hen- 
derson, Kostka & Co. has changed 
its name to Rippey, Henderson, 
Bucknum & Co. Gilbert Bucknum, 
who joined the agency in Febru- 
ary, 1944, as the third member of 
the staff, became a partner in 1946. 

Mr. Bucknum has headed the 
motion picture department and 


has produced business films for 
such companies as Ideal Cement 
Co., J. C. Penney Co. and Cargill 
Inc. He also has produced films 
for such newspapers as the Den- 
ver Post, the Detroit News and 
Omaha World-Herald and current- 
ly is completing a motion picture 
for the Des Moines Register & 
Tribune and two for Norfolk 
Newspapers Inc. 

The agency’s name change fol- 
lows the resignation in July of 
William Kostka as a partner (AA, 
July 16) and of Reville J. Fox as 
a partner in April (AA, April 16). 
Mr. Kostka is devoting full time 
to his public relations company; 
Mr. Fox opened his own agency to 
service the Adolph Coors Co. ac- 
count. 
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HELP WANTED 


Opportunity in Advertising Management.| ADVERTISING MANAGER—It you are a 
Leading petroleum chemical company of-| young man just graduated from college 
fers good starting position for male col-| within the last year or two, and you feel 
lege graduate under 35, preferably with a| you are top-notch and not getting ahead 
knowledge of agriculture, chemistry or | fast enough, we have the following ex- 
New York ecutive position to offer. We are one of 

the nation’s fastest growing mail order 
companies, publishing 6 catalogs a year. 
We need an advertising manager to take 
charge. There is detail work involved and 
you must be a good copywriter and edi- 
tor. Marketing degree helpful. Good start- 
ing salary. Substantial yearly raises and 
cash Christmas bonuses. 
pension plan. Holidays and vacations. The 
person who wants to get ahead without 
account executive ulcers should contact: 
The President, Spencer Gifts, Inc., 117 N. 
Ohio Ave., Atlantic City, N.J. 


journalism. Job location is 
where primary work will be devoted to 
agricultural chemicals in developing ad 
campaigns, clearing ads &. literature 
through technical staff, working with an 
ad agency & merchandising advertising 
to pany cust s. Applicants should 
be heavy on creative ideas, personable, 
dependable & willing to travel. Send re- 
sume & salary required to Box AA 719, 
221 W. 41 St., Nyt. 

If You're in ADVERTISING 

Your Job is MY BUSINESS 

Call Miss Barnard at 


| Hik AbV ERTISING M ARKE IT Py 1H MERCHANDISING, ADVERTISING MGR. 
ce aay be nn many in ome qh ~ 
| west w ve ow rm. uali- 

minimum charge .c ~ 


HELP WANTED 


Profit sharing 


Wa. 
BIG ‘positions in Advt., 
Radic, TV, Publishing an 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 


ARTISTS—One all-round; one beginner. 


CIRCULATIONS MANAGER-Experienced 
~—ABC—Direct Mail promotion—for Chi- 
cago Business Publication—leader in field. 
Please state salary desired—describe ex- 
perience—confidential. 
Reardon Company—469 East Ohio St., 
Chicago 11, Illinois. 


Write John H. 


Va. city of 100,000. Ideal living conditions. 
Give experience, age, saiary range. 
Box 8901, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
NEW YORK STATE 
25% COMMISSION 
X 8902 


SEND RESUME 12) 
Advertising Age 480 LEXINGTON AVE. 
° NEW YORK 17, NEW YORK 


EDITORIAL—Well established monthly 
publication (electrical) has immediate 


opening for news editor with production, 
re-write and reporting experience capable 
of advancing to managing editor. 
Box 8903, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

TV-RADIO DIRECTOR for long estab- 
lished fully recognized midwestern agen- 
cy. Excellent starting salary with ample 
expansion opportunity. This position must 
be filled promptly so write today giving 
complete background and experience with 


We are looking for an experienced artist 
who has a longing to get away from the 
merry go round of Big City activities. One 
= to do crisp creative layout - produc- 
ion 
are modern and air conditioned. We offer 
an opportunity to progres 
gressive, hard-hitting advertising agency 
which is going places. 


Promising position in Chicago involving 
planning, 
tion, analysis of markets and economic 
conditions. Two or three years experience 
in consumer goods, advanced degree in 
business, marketing or statistics preferred. 
Salary open. Send full resume in confi- 
dence to 


ARTISTS 


- and some illustration. Our offices 


s with an ag- 


Box 8821, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKET RESEARCH ANALYSIS 


supervision of project execu- 


Box 8909, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


photo if possible. 
Box 8904, ADVERTISING AGE 
206 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 


fer 
CREATIVE TALENT 
ADMINISTRATIVE PERSO 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 
ADVERTISING ASSISTANT: Originate 
ad budgets; evaluate and help select me- 


COPY WRITER—>preferably with an en- 
gineering background and a youthful 
creative imagination to write industrial 


cop 

“Stop. Look, Read.” 
some catalog work, some consumer. Sal- 
ary plus bonus plus opportunity to some- 
day own a part of this well known Cin- 
one: agency. Write in confidence. 


y that stands up to Starch and says 
Variety of clients, 


ADVERTISING AGE 


x . 
200 E. Illinois St., Chicago 11, Illinois 


dia for advertising various products. Must 
have ability to judge ad agency copy and 
layouts. Write direct mail copy and su- 
pervise mailings. College Chemical Engi- 
neering background essential. Age 25-30. 
Good starting salary and excellent oppor- 
tunity for successful future with top In- 
ternational Company located in New York 
City. Send resume and salary require- 
ments to: 


SUCCESSFUL SALESMAN 
one of midwest’s major creative merchan- 
dising organizations. Earn 
year on commission selling sales promo- 
tions, sales training programs, merchan- 
dising ideas and materials including writ- 
ing, art, photography, films and displays. 
Please write in detail. 


to represent 
$30-$40,000 a 


Box 8917, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Box 8905, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 
CATALOG LAYOUT ARTIST 
A progressive Chicago Mail Order Firm 
requires an experienced layout artist on 
a steady basis. Interested parties send 
brief resume and salary requirements. 
Our employees know of this ad. 
Box 8906, ADVERTISING AGE 
200 E. Milinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


tion followup, billing, bookkeeping, copy 
yping-—not easily rattled by the pos- 


Box " VER 
200 E. Winois St., Chicago 11, Illinois 


BUILDING 
INDUSTRIAL PUBLICITY 
DEPARTMENT 


Graduate electronics engineer and 
former editor of important indus- 
trial magazine has, for last three 
ears, been building industrial pub- 
icity department for major adver- 
tising agency with eminent success. 
Is especially good at utilizing indus- 
trial publicity to create commercial 
markets for defense developments. 

Will build industrial publicity de- 
partment for ad agency or industrial 
concern on salary, contract, or busi- 
ness participation basis. 

Box 210, Adverti Age, 200 E. 
Illinois St., Chicago, Il. 


POSITIONS WANTED 


sales record. 
Box 8915, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


DO YOU WANT SALES 

—OR PROMOTION OF SALES IN 

WISCONSIN AND MINNESOTA? 
Backed by 25 years in the planning, prep- 
aration, selling and promotion of adver- 
tising and advertised products, this ex- 
perience could be valuable for anyone 
wanting a real job done in these two 
states. Permanent Wisconsin resident. 
Write for resume. 

Box 8827, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


GRAPHIC DESIGNER A.D. Sales creating 
award winner. Ten years exper. ads, 
booklets, books, periodicals. Know type, 
production. Plan, organize magazines. Sal- 
ary $16,000. 

200 E. Illinois St., Chicago 11, Dlinois 
Box 8823, ADVERTISING AGE 
TOP SPACE SALESMAN 
desires to help build up sales on good 
trade magazine. For resume and personal 

interview write: 


rm Box 8910, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MGR. OR ASST. 
Age 31. Exp. layout, copy, prod., whisale 
& retail. Offset, letterpress. Know mer- 
chandising. Currently adv. mgr. AAAI 
firm, (salary $7000). Fast, responsible, 


ne: 
Box 8911, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TOP-FLIGHT EDITOR, capable writer, 
accomplished photographer, excellent edi- 
torial layout man available. Qualified to 
take charge of magazine or business pub- 
lication from conception to finished pro- 
Soe. New York, Chicago, or San Fran- 
c ‘ 
Box 8912, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 
INDUSTRIAL AD MAN 
14 years experience from technical writer 
(4) to one-man ad dept. (6) and now ad 
dept. head (4). Know-why as well as 
know-how of all phases industrial market- 
ing for right agency or manufacturer. 
Box 8913, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
CREATIVE COPY MAN SEEKS L.A. JOB 
5 yrs. exp. creating campaigns, copy, 
rough layouts-all media-consumer & in- 
dustrial accts. Strong on ideas. Some con- 


Eastern agcy. Seeks pos. 
agency where initiative and creativeness 


count. 
Box 8914, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP PUBLICIST 
Regularly employed but needs extra mon- 
ey after Las Vegas vacation. P.R.-Ad. 
background. Unusually creative. Handle 
special, short-term jobs, free-lance basis. 
Box 8916, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
oO 
REPRESENTATIVES WANTED 


National rep. 
tural accounts now. Call or write: Irriga- 
tion Age, Box 447, Dodge City, Kansas. 
“CALL A DAY” Publisher's 
Adv’ Reps. Calif. Ill. Midwest Areas. 
COMM. HOME COMFORTS WHOLE- 
SALER—25 E. 10th St., N.Y. 3, N.Y. 
eee — 
REPRESENTATIVES AVAILABLE 

A creative, energetic, young rep has 
openings for additional publications, Ohio 
territory. Box 8482, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Milline rate is for the pigeons. Get cardi- 
rs ABC 


MISCELLANEOUS 
YOUR PRODUCT placed on Los Angeles 
and National Giveaway Shows at low 
cost. We also arrange Film Star Endorse- 
ments. Write Roberts & Gail, 5880 Holly- 
wood Bivd., Hollywood 28, Calif. 


ASST. RESEARCH DIRECTOR 
Exceptional opportunity for young man 
with strong statistical background as As- 
sistant Research Director of a_ leading 
Cleveland advertising agency. Previous 
research experience with advertising agen- 
cy or major manufacturer preferred. 
Congenial personality and pleasing ap- 
pearance requizet i substantial client- 
contact work. open. 

Box 8908, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Agency Needs A 


VERSATILE 
ADVERTISING 


167 MN. LAGALLE, CHICAGO -. ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
‘National Advertising mg MG 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 


MEDIA DIRECTOR 

FOR NEW YORK AGENCY 

You're a man of ambition and experience, 
perhaps at a dead end in your present 
media job. You may be a media director 
in an out-of town agency, ready for the 
pS jump to New York. You are prefer- 
y in your 30's, but age is less impor- 
tant than a thorough knowledge of print 
and a good working acquaintance 
with other media. You have administra- 
tive ability as well as technical know!l- 
edge. if this describes you, there is an 
excellent portunity here for you as 
media director of a New York agency in 
the 5-to-10 million billing bracket, with 
a high reputation and a short list of large. 
prestige accounts, using ali media. We 
place major emphasis on our media 


BIRCH 
Executive 


eutstanding placement 
service for Adv. - Art & 


partment’s contribution to planning. 
ary is open, depending on your experience. 
if interested, write us in strict confi- 
dence, giving complete details of back- 


| 
| 


Advertising Age, September 3, 1956 


do you need 
an ADministrative assistant 
and one man band? 


I would like to learn about the advertis- 
ing profession from the top. Have had 
six years experience working with my 
pappy in Correspondence Schools and 
Publishing Business. Last three years as 
junior partner spending my own money. 
Did all purchasing, al) the personnel 
work, daliy editing and copywriting, and 
had large part in placing our six figure 
ad budget. Also ‘‘sold"’ several hundred 

@ year who came to my office 


, married, college gradu- 
ate. Salary—the higher the better. 


BOX 213, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill. 


Christmas sonus Contest” 


we 


® cist PRIZE °5,000 
> Secoeay Paces nee THIRD PRIZE 1,000 


e ‘) ’ yo a8 


10-T/ 

Production Manager 
$15,000 

Solid history in writing and producing 
singing commercials. Must coordinate and 
supervise small staff and coment han- 
die production phases. If qualified, con- 
tact me in confidence. 

GEORGE E. PYLKAS 

Executive Personnel 
WABASH AGENCY 
202 S. State 
WaAbash 2-5020 


Chicago 4 


CHRISTMAS CASH—Waffle Corp. of 
of America kicks off a jingle con- 
test with this two-color page in 


OPPORTUNITY 
for COPYWRITER 


Chicago agency will pay up to 
$10,000 for experienced man. 
Write briefly, listing accounts 
for which you have written in 
automotive, industrial, insur- 
ance, travel and other fields. 
Box 211, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


FILM EXECUTIVE 


4A agency Radio TV Director 
& Production Mgr. with exten- 
sive film, TV and music exp. 
offers 10 yr. top level creative 
admin. to major film corp. en- 
tering TV commercials NY or 
Hwd. Want stock partic. Box 
214, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
$20,000 + 


MIDWEST agency seeking top-caliber man 
to service “‘blue chip” client. Solid history 
in radio-t/v sets necessary. Excellent op- 
If qualified, contact me in 


GEORGE E. PYLKAS 
Executive Personnel Consultant 
WABASH AGENCY 
202 S. State 

WAbash 


portunity. 
confid 


PART TIME ARTIST ~ 


Leading national trade publica- 
tion located in Chicago is inter- 
ested in spare-time services of 
an artist (about 10 to 15 hours 
a month). Advertising layout 
and cover experience essential. 


Box 212, Advertising Age 
200 E. Illinos St., Chicago 11, IIl. 


Do you know a young editor or 
associate editor who would like 
to sit in the managing editor’s 
chair on an up-and-coming food 
publication located in Chicago? 
Experience in the food field 
would be welcomed, but the first 
requirement is that he be a good 
editor. Exceptional growth pos- 
sibilities for this editor and his 
product. A thumbnail sketch 


Life’s Sept. 24 issue, followed by 
pages in Good Housekeeping and 
Sunday supplements. J. M. Korn & 
Co., Philadelphia, is the agency. 


Five WCBS.-TV Film 
Shows Are Sold Out 


New York, Aug. 29—Fifty-five 
sponsors have signed for the fall 
season on five regular feature film 
series presented by WCBS-TV. 

This means a sellout, as of mid- 
September, for the daily “Early 
Show,” “Late Matinee,” “Late 
Show,” “Late Late Show” and for 
“Picture for a Sunday Afternoon.” 
In some instances there also are 
advertisers on the waiting list. 

This marks the first time the 
“Late Late Show,” which is the 
only program playing to New York 
viewers after 1 a.m., has ever 
been 100% sold out. 

Nearly 20 of the participating 
backers have been on the series 
throughout the summer or are re- 
turning after a vacation. Newcom- 
ers to the list of sponsors include 
Anahist (Ted Bates & Co.), Col- 
gate (John W. Shaw Advertising). 
Pepsi-Cola (Kenyon & Eckhardt), 
Coty (Franklin Bruck Advertising 
Corp.), White Owl cigars (Young 
& Rubicam), Presto electric cook- 
ware (Arthur Grossman Advertis- 
ing), Glamorene (Product Serv- 
ices), Cream of Farina (Sullivan, 
Stauffer, Colwell & Bayles) and 
Lestoil (Jackson Associates). 


= Among the biggest spenders on 
these WCBS-TV shows are P&G 
(Leo Burnett Co.), Carter Prod- 
ucts (Ted Bates & Co.), Rath 
Packing Co. (Earle Ludgin & Co.), 
Parliament cigarets (Benton & 
Bowles), Brylcreem (Atherton & 
Currier) and Plymouth (N. W. 
Ayer & Son). 


Mathes Names Archibald 

John J. Archibald, formerly 
with Benton & Bowles, has joined 
J. M. Mathes Inc., New York, as 
associate marketing and merchan- 
dising director. 


RAB Appoints Richards 

C. L. (Lud) Richards, formerly 
with WBZ, Boston, will join the 
national sales staff of the Radio 
Advertising Bureau, New York, 
effective Sept. 17. 


“Our 45th Year” 
COPY, print-TV-radio, 


We'll pay a good salary and offer 
exceptional opportunity for a 
| competent copy man who is well 
| experienced in radio, TV, print, 
| and merchandising. Write fully. 

All replies confidential. Our em- 
ployees know of this ad. Box 215, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Il. 
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Arkin Startles Fashion Ad Circles 
With Novel Cartoon Strip Campaign 


(Continued from Page 27) 
teelly. It’s a cartoon strip cam- 
paign, albeit glorified with high 
fashion sketches by Erica, one of 
Vogue’s fashion artists. (“How 
many little girls had their first 
taste of haute couture via the 
5 Lady?” the agency quer- 
es. 


® Heroines of the new adventure 
series are (1) Lee, an urbane sub- 
urbanite, “the young-wife type,” 
who is the symbol of Leonard Ar- 
kin’s Couturier fashions and (2) 
Andie, Lee’s younger career-girl 
sister, who is the personification of 
Andrew Arkin’s Petite fashions. 
In the first instalment, opening 
in the Aug. 25 New Yorker, Sep- 


TABLE-HOPPERS—Elegantly gowned, 
the Arkin girls visit New York’s 
celebrity restaurants. 


tember Charm and Sept. 15 Vogue, 
the Arkin girls are sports car shop- 
ping (togged out in Arkin tweeds, 
jerseys and worsteds) in an ad 
whose moral reads: “What you 
don’t know about cars won’t hurt 
you. But what you do know about 
clothes gets you where you want to 
go.” 

In the next two chapters, the 
Arkin girls will go table-hopping 
in New York’s celebrity restau- 
rants (elegantly gowned in silk 
faille, barathea and velvet) and 
island-hopping around the world 
(showing off the latest cruise 
fashions). 

According to the agency, the 
theory behind the campaign is 
“readership without words”—to 
get the reader to look (“really 
look”) at the pictures to discover 


the story and absorb the humor. 
And all this the while she is look- 
ing “hard, fast and long” at the 
Arkin fashions. 


® Retailers will be liberally sup- 
plied with a full run of Arkin gir] 
publicity releases and mat service 
ads. The agency reports that sev- 
eral stores are planning fashion 
show promotions featuring real- 
life prototypes of Lee and Andie. 

Magazine reaction to the new 
ads has not been neutral. Rumor 
has it that The New Yorker was 
especially worried lest its readers 
surmise that the magazine had 
started running comics (ugh). This 
rumor seems likely since The New 
Yorker ad is the only one in the 
issue bearing the notation “adver- 
tisement.” 

As for Vogue, it called the agen- 
cy to report nervously that there 
was some mix-up—the plate they 
had received was for a comic strip, 
not an ad. 

Store response, however, has 
been prompt and appreciative, the 
Arkins report. “It’s the first fresh 
approach to fashion advertising in 
years,” one large Fifth Ave. store 
said in congratulating the Arkins 
the day after the first ad broke in 
The New Yorker. 

(Ed. note: Speaking of under- 
playing the logo, you won’t find it 
in the above story or in the com- 
pany’s ads, but the Arkins actually 
do business as Leonard Arkin & 
Son and Andrew Arkin Inc.) 


Lovable Finds It's Fit 
That Counts in Bras 

Several surveys made by Lov- 
able Brassiere Co., New York, 
“proved conclusively that fit is 
the most important aspect of a 
bra to the consumer.” So Lovable 
plans to launch a fall campaign 
whose theme is “Only Lovable bras 
are ‘body sculptured’ to fit you.” 
Artwork will key pieces of sculp- 
ture of the female figure to the 
models’ poses. 

Lovable will use a b&w spread 
in Life in October and b&w pages 
in Charm, Seventeen, Vogue and 
other magazines. Al Paul Lefton 
Co. is handling the campaign. 


Fuller Brush Man Stars 

The Fuller Brush Man is the 
star of a new film, “The World on 
your Doorstep,” being offered to 
community organizations and tv 
stations for free loan by Associa- 
tion Films, 347 Madison Ave., New 
York. The 27-minute movie was 
produced for Fuller Brush Co. by 
Bay State Films. 


‘Reader's Digest’ _ 
Hits New Top; Hikes 
Canada Ad Rate 


(Continued from Page 2) 
French) will be subject to a dis- 
criminatory 20% advertising tax,” 
a letter from Fred D. Thompson 
Jr., advertising director, read in 
part, “—a tax designed to handi- 
cap a few magazines and passed 
by the majority party over the 
vehement protests of Canada’s 
press and advertising fraternity. 
These groups recognize the meas- 
ure as unfair, unrealistic and a 
restrictive influence on the free 
flow of both goods and ideas.” 


® Noting that “it may be neces- 
sary to imcrease our Canadian 
newsstand and subscription prices 
in the near future,” Mr. Thompson 
went on to point out that the pub- 
lisher is sure the magazine will 
continue to grow, and, accordingly, 
“We are guaranteeing 900,000 av- 
erage circulation for 1957. This is 
far greater than the circulation of 
any other magazine in Canada and 
clear indication of the popularity 
we enjoy there now and hope we 
shall continue to merit.” 

The new rates—effective with 
January issues closing Nov. 1— 
bring the combined English and 
French edition’s one-time b&w 
page to $3,330 and the one-time 
four-color page to $4,320. 


FOUR MORE MAGAZINES 
ANNOUNCE RATE HIKES 

New York, Aug. 28—House & 
Home, Popular Science, two sec- 
tions of Parents’ Magazine and 
Mecanica Popular this week an- 
nounced ad rate hikes effective 
early next year. 

House & Home, starting with the 
January issue, boosts its b&w rate 
10.7%, from $1,125 to $1,245, with 
the circulation guarantee advanc- 
ing 10%, to 110,000. The four-color 
rate stays at $1,685. 


® Popular Science, whose circula- 
tion guarantee remains at 1,150,- 
000, boosts its b&w rate 9.7%, from 
$2,415 to $2,650. The increase is 
effective with the February issue. 

Beginning with the March issue, 
Parents’ hikes the b&w rate on its 
metropolitan New York section 
from $875 to $985, up 12.6%, with 
the four-color going from $1,250 to 
$1,400, up an even 12%. The circu- 
lation guarantee will be advanced 
7.1%, to 150,000. The Pacific- 
mountain section, also effective 
with the March issue, will increase 
the b&w rate by 5.2%, from $1,540 
to $1,620, and the four-color rate 
moves up 4.8%, from $2,195 to 
$2,300. The circulation guarantee 
remains at 275,000. 


BANK’S BURGLAR—A light-fingered 


tured in a bank lobby display, points out the safe- 
keeping features of a safe deposit box. The life-size 
mannequin, filching jewelry through a Venetian 


gentleman, fea- 


blind, was the idea of the advertising and public 
relations department of the Mercantile Trust Co., 
St. Louis. Shown here are two views of the bank 
lobby display. 


a 


RED MEATS—Armour & Co. will introduce its new line of six pre- 

packaged frozen meat items in September in Cleveland. Two other 

items will be added in the near future. Other markets will be en- 

tered at the rate of two monthly. Only co-op advertising is 
planned. N. W. Ayer & Son is the agency. 


Mecanica Popular, the Spanish 
language edition of Popular Me- 
chanics, effective with the Feb- 
ruary issue, raises the rate for its 
b&w page from $950 to $1,100, an 
increase of 15.5%. The circulation 
guarantee moves up 25,000—from 
150,000 to 175,000, a 16.6% in- 
crease. 


Soviets Soon May 
Market Heavy Goods, 
‘Power's’ Fisher Says 


(Continued from Page 3) 
between Russia and the U. S. This, 
he said, “will work for the long- 
range advantage of American 
business, because the exposure of 
Russians to the American standard 
of living is bound to plant desires 
for similar standards within the 
minds of the Scviet people.” 

The October issue of Power, Mr. 
Fisher said, will have a 16-page 
section on his Russian trip. While 
there he personally took 540 pho- 
tographs without any restrictions 
whatever. 


= Mr. Fisher suggested his trip 
last March, in a letter to Malen- 
kov which he sent through the 
Soviet embassy in Washington. He 
received a reply from the min- 
ister’s chief of staff and obtained 
his visa within two weeks after 
he had applied for it. 

At Moscow he was met by offi- 
cials of the ministry and taken to 
the Savoy Hotel. In his discussions 
with officials of the ministry and 
with Malenkov, Mr. Fisher said, 
he received every possible cour- 
t 


esy. 

He described Russia as a para- 
dox. It has hydrogen bombs and 
jet planes as well as ox carts and 
dirt roads. He described housing 
as inadequate, and he said most of 
the people are poorly clothed. But, 
he said, there is plenty of food 
and basic necessities. He was im- 
pressed with the drabness of the 
cities—and with the technical 
progress being made in the elec- 
trical industry. 

There is no advertising, he said, 
but a surprising number of televi- 
sion sets are in use in the Moscow 
area. 


Ingraham Elects Cooper Head 
Robert E. Cooper Jr. has been 
elected president of E. Ingraham 
Co., Bristol, Conn. Mr. Cooper, who 
is the first president of the clock 
and watch making company not 
a member of the Ingraham family, 
has been with Montgomery Ward 
& Co., Chicago, for 23 years, for 
the past four as home furnishings 
merchandise manager. 


Ross Roy's Chicago 
Closing Discloses 


Dana Perfumes Suit 


(Continued from Page 2) 

In his deposition, Paul Rowatt, 
Dana president, said: “If we would 
permit Ross Roy to use ads in 
several magazines or the same art 
work it would cut down their time 
and expense and they would use 
that time and expense to travel 
throughout the country and seli 
our advertising to various depart- 
ment stores.” 

Mr. Rowatt testified that he 
made an oral agreement to this 
effect with James Quinn, vp in 
charge of the local Ross Roy of- 
fice. He maintains that agency did 
not carry out its promotional duties 
and-thus is not entitled to com- 
missions on repeat ads, 

Mr. Rowatt, who testified that 
he owns 96.8% of the Dana stock, 
says his company was charged 
much higher hourly rates for work 
done by Ross Roy employes than 
was usually paid these workers. 

Ross Roy claims that Dana owes 
it $28,544 for magazine space 
charges and $18,465 for produc- 
tion charges. Attorneys for both 
parties were unable to predict 
when the case would be called for 
trial. 


Boland Resigns as Boland VP; 
Lipiak Named Media Head 

Walter M. Boland has resigned 
as a vp of Boland Associates, San 
Francisco. Barry W. Boland, pres- 
ident of the agency, said Walter, 
his brother, will remain a stock- 
holder and director of both Boland 
Associates and Boland Associates 
Ltd., Honolulu, a subsidiary. Mr. 
Boland joined the company in 1950 
after 22 years with General Elec- 
tric Co. 

Boland Asscciates has appointed 
Robert S. Liptak media and re- 
search director, succeeding Frank 
W. Holsinger, who resigned last 
month. Mr. Liptak formerly was 
with American Broadcasting Co. 
in San Francisco. Prior to that, he 
was media director of the San 
Francisco office of Dancer-Fitz- 
gerald-Sample. Christina Muir- 
head, with the agency since 1953, 
has been advanced to media buyer. 


Animation Adds Office 
Animation Inc., Hollywood pro- 
ducer of animated commercials, 
has a Chicago office at 
716 N. Rush St. Burton Neuburger 
and Jay Norman have been named 
midwestern representatives. The 
company also has offices in New 
York, Cleveiand, Detroit and San 


Francisco. 
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PLAYBOY TOASTS. 
OVER 750,000 
IMPORTANT YOUNG MEN 


At a cocktail party in a San Francisco penthouse, a rushing 
function at Purdue, or around the water cooler in your 
own advertising agency—PLAYBOY itself is a subject for 
toasts wherever young men meet. 


The PLAYBOY reader, the younger urban man, wants to be 
first, and his enthusiastic pride of ownership makes him a booster 
for the things he buys. A good case in point is PLAYBOY’s 

own fantastic success story. 


It was the young man-about-business who made gin-and-tonic a 
summer standard, raised the call for vodka martinis, and boomed 
sales for his favorite brand ‘‘on the rocks.” ° 


In a young man’s world even leisure moves at a sprightly pace. 
PLAYBOY has caught the tempo of the pace-setting urban market. 
You can capture this leadership and enthusiasm for your product 

in PLAYBOY ’s pages. 


The December PLAYBOY is timed to give you perfect 
Christmas selling coverage—goes on sale November 25th. 
Closing date—September 25th. Write—wire—or phone today. 


PLAYBOY 


11 E. Superior * Chicago 11 * MI 2-1000 
270 Park Avenue * New York 17 * PL 9-3076 


PLAYBOY ADVERTISING DEPARTMENT 
11 E. SUPERIOR 
CHICAGO 11, ILLINOIS 


I am an agency executive (or advertiser) and I’m interested in the 
new PLAYBOY READER SURVEY and the complete details on 


your merchandising program. Send a copy of the new PLAYBOY, 
too. 


name position anes 
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